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“VITALITY HAS EVERYTHING 


7 FALL FOOTWEAR FASHIONS, 





“NOMOLA’’ pattern, tan 
calf antiqued, on Bolero 
last with a 22/8 Breastlock 
heel. Tandrite Calf No. 552. 


‘THE APPEALING BEAUTY of Tandrite Calf results from its pre- 


eminently fashionable colors, fine smooth texture and lustrous 


finish. Style-wise women have always been quick to appreciate 
its distinctive attractiveness, and once they learn how it holds its 
ultra-smart appearance throughout months of wear, they will be 
even more favorably impressed when you again show them shoes 
of Tandrite Calf ! 


E. HUBSCHMAN & SONS, INC. 
Philadelphia, Penna. 


TANNERS OF FINE CALF LEATHERS 
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Smart Style for Summer 


MADan ett 


The smart Summer frocks for active daytime and sport affairs 
just naturally call for the harmonizing lines of this tailored 
MADAM-ETTES two-toned model by Gilbert. It is quality all 
thru, both in selected materials and craftsmanship. Modelled over 
accurate lasts with the 3-point suspension feature, it is an ideal 
walking shoe. 

The outstanding characteristic of Kali-Sten-lks MADAM-ETTES— 
as a line—is that these shoes give your customers more value for 
their money, thus serving your store with an additional Capital 
Asset. 


The Gilbert Shoe Co., Thiensville, Wisc. 


No. 14489 
Genuine Wie DAM-ETTES 


Mud igskin Semi 
’ Tan 


ast, 
to 9, Price $3.95. 
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No shoe is better than the man at the fitting stool because h his com- 


petent hands the right last in the right size and width gives to 

those satisfactions make her continue to trade at the store. Here we ¥ 
manager Daniel Rimini taking the first important step in the sale of W. 
Coon shoes to Miss Bonnie Beattie. 


Controlied fitting at the heel is 
feature of W. B. Coon shoes 
cause as the heel stands, so 
posture of the woman is benefited. 
W. 8. Coon lasts are nationally 
known for their fit-ability. 


con please the customer too because the lines 
and bn Bo in W. 8B. Coon shoes are in true proportion 
to the last—giving a trimness to the foot that can only 
come through fine welt shoemaking. 


IMPORTANT STEPS TO SELLING 


CUSTOMERS WHO CAN'T BE 
FITTED ELSEWHERE: 


LL over America, shoe merchants and man- 
agers realize that American women want 
better shoes and the better fitting that can only 
come through scientific shoes, planned for the 
feet of discriminating women. -W. B. Coon 
Company is nationally known for its correct 
and corrective footwear. In fact, we are spe- 
cialists in the field of serving practical and 
professional shoe men with the right types of 
lasts, in the right shoemaking . . . An institu- 
tion builtéfor precisely that service, devoting 
its entire business life and experience to this 


field of work. 


Merchants select our shoes because they place 
them in position to supply true comfort to feet 
that cannot find it in ordinary shoes. 





The Staff: Milton Speegiman, S. J. Viverito, Bonnie Beattie, J. Y. Kriveloff, 
George Lipper, Daniel Rimini. 
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WILBUR COON PRESENTS A WIDE VARIETY OF LASTS, EACH 

SPECIFICALLY DEVELOPED TO MEET THE INDIVIDUAL 
OF THE VARIOUS TYPES OF 
"HARD T0O°FIT FEET 


‘ 


FREE TREADS: A related series of broad tread straight 
lasts. 


OUTFLARES: A related series of broad tread outflare lasts. 
(Both of the above groups are available with the Tri- 
Balance insole as well as in the conventional welt 
construction. ) 

ARCH FITTERS: A semi-corrective, spectator and sports 
line built over special measurement lasts adapted to 
slim insteps and narrow heels. 


W. B. CUON COMPANY 


37 CANAL STREET @ ROCHESTER, N. Y. 
47 West 34th St.. New York City 


(and at Room 943—Netherlands-Plaza Hotel—Cinn., Ohio 
Midwest Shoe Fair) 
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BLIND SETTI 


Blind and Invisible settings for Diamond Brand Fast Color Eyelets are 
being used by a steadily increasing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are a moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 
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“Yes, Sir—that’s our baby” 


MORE THAN JUST ANOTHER LAST 
A REVOLUTIONARY CHANGE to 


Foot Freedom 














Oc Thru our 
LO-BABY Last 
- . for casuals and play shoes 
Before After HI-BABY Last 






D&W D&W 


REMEMBER 
D&W LASTS 
STARTED A GREAT 
FORWARD 
MOVEMENT 


Order your new shoes on LO-BABY Lasts 
up to 14/8 and HI-BABY all the way up 
—but be sure they are on D & W Pro- 


for street and dress shoes 
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When Saks Fifth Avenue say it's 
beautiful to be natural Avon 
Shoe Company created the style 
on D & W wood to —— 











Daetscu & Woopwarp, ix in 
ONE MAIN STREET “Designed in the Wood" BROOKLYN, N. Y. 


589 Essex St., Lynn, Mass. Mississippi Valley Last Co., 5505 Margaretta Ave., St. Louis, Mo. 
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“DARLEEN” STEPS 
OUT IN A NEW 


Kh and lucka! 


it’s so finely pin-tucked that it looks woven—this hand- 
some new fabric which Rockmore has pleated onto a firm 
“DARLEEN”’ backing. Handsome idea for combination 
with suede or calf—the extraordinary zest and long life 
of “DARLEEN” make it practical for walking as well as 
.dress shoes. Available in two weights—in both full and 
controlled stretches. 


Original Sketches by Al Lewis 
-elasticized shoe fabrics distributed by 


CHAS. I. ROCKMORE, INC. ¢ 176 Johnson St., Brooklyn 
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the Name of 
the DISTINCTIVE GOATSKIN 
It is only proper to use the name “Brogandi” in connection with grained goatskin 
as produced by our company. In using the word as a description of shoes please be sure 
to spell “Brogandi" with a capital “B". An exclusive name for an exclusive Evans tannage, 
“Brogandi”—nationally advertised and protected by registered trade-mark. 
If the shoes you make or the shoes you sell are of genuine Evans Brogandi we are 
happy to supply newspaper mats or electrotypes of the registered trade-mark for use in 


your own advertising. Retailers can arrange this by request to their manufacturing sources. 


JOHN R. EVANS & COMPANY 
Camden, New Jersey 
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attracts admiration and patronage 


Norwegian Calf 


In these days of military dress, men _ ner, can be proud of... Soft and pliable 
are “leather conscious.” Of Norwegian (despite rain and sun) — virtually im- 
Calf they say, “There’s a man’s leather mune to “humidity shrinkage” that 
— sturdy, handsomely grained.” causes pinching — and without free 
Women say, “It's so rich looking, so acids that affect sensitive feet...In order- 
warm and faithful in color”... Allthe ing for Fall, don’t overlook the extra 
famous Gallun vegetable tannages are _ selling points Gallun offers you. Check 
leathers the wearer, the retailer, the the Gallun numbers. A. F. Gallun & 
shoe manufacturer — yes, and the tan- Sons Corporation, Milwaukee, Wis. 


Norwegian Calf Cretan Calf Eskimo Calf 
hand-boarded grain smooth but not glazed water-resistant 





























No. 2 of a series of Darex 
advertisements dedicated 
to introducing the Men 
Who Build to the Men 
Who Sell. 





*darex insoles 


Sam Wolff says: 








G. COMPANY 





gan WOltt og gab MF 


f 
WOLFF-T0° 


DAREX IS HONORED by the approval of master 
shoemakers like Sam Wolff. There’s nothing that 
speaks more clearly for an insole’s performance than 
its constant use by men who have the responsibility 
of choosing the materials in America’s leading shoe 
factories ... Sure, we asked him for this letter. And 
he was glad to give it, because it really expresses 
the way he feels about Darex Insoles. 


DEWEY anp ALMY CHEMICAL COMPANY 
CAMBRIDGE - CHICAGO + MONTREAL 





‘THE CHOICE OF 














SAM WOLFF 


President 
and General Superintendent 
Wolff-Tober Shoe Company 
Paramount Shoe Company 
Carmo Shoe Company 
Sport Specialty Shoemakers 











the story of.. 








SAM WOLFF, 


craftsman and merchant, is a 
typical American success story 
— an example of the achieve- 











ments possible when a man’s 
own genius is allowed free, un- 








trammeled development. 

Sam Wolff came to this country from Russia in 1904, 
and has risen to become the head of four successful shoe 
companies, with an enviable reputation wherever fine 
shoes are sold and worn. 

His first entrance into shoemaking was in 1920, when 
he organized the Wolff Shoe Company, making five cases 
a day. The next year he established the Wolff-Tober Shoe 
Company —a factory whose success can be judged by its 
production growth from 900 to 3,000 pairs a day. And 
this in high-quality $6.75 - $8.50 retailers. 

In 1930 he founded the Paramount Shoe Company of 
St. Louis, making shoes from $6.75 up; and in 1931 the 
Carmo Shoe Company of Union, Mo., making shoes from 
$5:00 up. Both these companies have grown to equal the 


3,000-a-day pairage of the original Wolff-Tober organi- 
zation. Still not content, he last year organized Sport 
Specialty Shoemakers, Inc., making women’s low-priced 
welts; and, in one year, the daily production of this fac- 
tory has shot up to 3,600 pairs. 

But never has Sam Wolff forgotten that he is also a shoe 
craftsman. His creative achievement is amply demon- 
strated by his development of the Fiddle Shank, one of the 
most glamorous of recent high-style innovations. And his 
close supervision of factory operations is shown by the 
fact that not the slightest change in materials or shoe- 
making methods is ever made without his okay. Surely 
one of the Men Who Know Shoemaking (and shoemak- 
ing materials) Best. 





MEN WHO KNOW SHOEMAKING BEST 














GOOD SHOES MAKE A GOOD MAN BETTER 


Tow can talk all you want about defense 
spending and “expanding markets,” but no 
matter what they call it, what it really means 
is the average man who walks into your store 
has more money in his britches. He is in the 
mood to grade up, in what he eats, what he 
drives and what he wears . . . He is ready for 
the basic satisfaction of a better pair of shoes. 
The Roblee reputation tor quality is made to 
order for him . . . Five seasons ago when we 
changed over to specialty selling with our 


United Men’s Division we grant you we didn’t 


have this year’s conditions in mind, but we 


did set out to build more quality into a shoe 
than men had been getting for their money 
and advertised it nationally. Any Roblee re- 
tailer will tell you this proposition is making 


sales and profits for him. 


SHOEMAN ¢« ST.LOUIS 


UNITED MEN’S DIVISION, 
BROWN SHOE COMPANY, 
Manufacturers, ST. LOUIS, MO. 
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FITTING STOOL! 


Do away with those disappointing experiences at the 
fitting stool by featuring Drew's light-weight flexible 
welts — combining smart tailoring and authentic styling 
with the nationally-famous sculptured-to-the-foot fitting 
qualities. Drew lasts are scientifically designed and per- 
fected after exhaustive tests in foot-fitting clinics. Stop 
losing sales at the fitting stool by featuring Drew 
ARCH REST or FOOT FRIEND SHOES. 


THE LADYLO 
Number 7010 


All White Kid Slenderized Pattern, 
Pocteneiee Through, Extended Ineote, 
et for Fine Fitti 
tas! 15/8 Cuban Heel, IN ST 
AAAA to D, 4/2 to 10... me 


DREW ARCH ~ AND FOOT FRIEND SHOES TO RETAIL a Sues to $7.85. 
. HISS BALANCED SHOES TO RETAIL AT $8. 


THE CRESET 

Number 6954 

White Kid, Tan Calf = Contrast 

names. Perforated Stitched 
Through, 170 Last, 15/8 Cuban Heel, 

IN = AAAA to D, 

4% to 10... on =) 


THE ROMANY 
Number 6933 


White Kid, High-Ridi 
Stitched ey aan F 


97 Last, ek Cuban Heel, 
IN STOCK, AAAA to D, 
4, to 10... bean! 


Daw tach Bs Flos * 


THE IRVING DREW CORP., LANCASTER, OHIO— 30 minutes from Columbus 


New York: 746 Marbridge Bldg. 


O66 © 5 Pat OFrree 
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@NE million, five hundred thou- 
sand dollars to boost the New York 
dress market. That’s the promo- 
tional fund which the New York 
Dress Institute will devote annually 
during the next three years toward 


the permanent establishment of New 
York City as the world’s fashion 
center—a total of $4,500,000—for 
the reorganization and revitalization 
of their industry through efficiency 
and promotion. It covers approxi- 
mately 85,000 workers and five em- 
ployer associations, representing 
2159 employers, with a volume 
of business totaling $350,000,000 
wholesale annually in 78,000,000 
dresses. “The first promotional ob- 
jective must be to secure recognition 
for New York as the style capital 
of the world. . . . Other industries 
with their eye on the feminine mar- 
ket, used modern promotional means 
with telling, results . . . yet local 
stores in the fourteen largest cities 


in the country, with 16 per cent of 
the total population, devoted only 
3.6 per cent of retail advertising to 
dresses . . . women’s and misses’ 
dresses have been sold at a loss by 
the average department store since 
1928 because of high overhead, poor 
promotion, exchanges, mark downs, 
etc.” 

That’s the kind of cooperation 
that’s possible in a uhifjed industry 
that hopes to achieve recognition 
and consumer acceptance of its 
product. Sam Zahn, Chairman of 
the New York Dress Institute, makes 





this announcement: “We are confi- 
dent that this great promotional 
endeavor will give to the dress trade 
here a recognition befitting its posi- 
tion as the greatest industry of the 
greatest city in the United States. 
We are aware that, under present 
conditions, the stimulation of con- 
sumer interest in apparel is of great 
importance, and we shall do every- 
thing in our power to assure for it 


[15] 
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merited consideration as a potent 
factor in the economic life of our 
city and our nation.” 

Well, if it is possible to get an 
appreciation of dresses and fashions 
in all the price ranges and if the 





campaign raises $1,500,000 from 
hundreds of little factories, what 
could be done to bring about a bet- 
ter appreciation of shoes by the 
entire industry? Here’s a group, 
within a city, that wishes to bring 
about a greater consumer approval 
of dresses and the campaign will 
have its beneficial effect nationally. 

There has been a “pat” saying in 
the shoe trade: “Millions for cock- 
tail parties, style shows and what 
have you, but not one cent for co- 
operative promotion. The shoe in- 
dustry tried it once, in a very limi- 
ted way, in a campaign to promote 
men’s shoes, built around the slo- 
gan: “Shoes Mark the Man.” It 
was a terrible fizzle; but even 





[16] 


though the slogan was ridiculed by 
the public who said, “They sure 
do,” the idea of getting a better 
appreciation of shoes, their handi- 
work and their universal use could 
have been carried on after the false 
start. 

The time is ripe for such a proj- 
ect now in view of the fact that 
shoes are worth their “asking” price 
today and when prices do go up they 
will be worth more. 

So our compliments to the New 
York dress industry for pointing the 
way. 

THIS cowboy boot craze is deeper 
than just a passing whim. It’s 
something fundamentally American 
and we wouldn’t be a bit surprised 
to see the European riding boot, as 
such, almost disappear from the 
picture. There is something almost 
artificial about the looks of a Jump- 
ing Jack in formal clothes on a 
horse. They are not in the Amer- 
ican scene and when they put the 
colored coats on, they make the 
countryside choleric. We're seeing 





people riding in Central Park, with 
cowboy boots on and it’s smart, 
American, adventurous. Riding is 
more than just that sitting chair 
canter. It has given the horse some 
excuse for being a horse rather than 
a hobby. 

Bert Fisch of H. J. Justin & Sons, 
Fort Worth, Texas, says: 

“B-0-0-T-S, B-0-0-T-S! Believe 
you me—any kind of boots are as 
scarce around here as a snowball 
would be in the Mojave desert. The 
country has definitely gone crazy 
about all kinds of cowboy boots re- 
gardless of their brand. Of course, 
we are happy to say that they were 
so crazy about the Justin brand, 
that they have kept us sold up; but 
we do hate to disappoint our good 
friends. 

“We recently ran an ad in Fog 
Horn Clancy’s Rodeo Programme 
at Washington, D. C., and you 
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—Notwithstanding the fact that 
most of the world is aflame and 
our country is on the verge of en- 
tering the area of conflagration, 
some of our greatest business and 
industrial leaders are already be- 
ginning to make plans for "the 


—For America must take the lead 
in the long and arduous task of 
rebuilding a shattered and de- 
moralized world; and America 
won't be asleep at the switch 
when the time comes for con- 
structive action. 

—Our recent contacts with indus- 
trial leaders and great research 
engineers indicate that vast plans 
are under way to do a better 
building job than has ever been 
done before .. . 

— "Better goods at lower prices” 
seems to be one of the basic ideas 
back of this new peace time phi- 
losophy and industrial researchers 
are working day and night in 
order to be able to meet this com- 
petitive challenge on a profit 
standard. 

—Peace time competition will un- 
doubtedly be tough, but at any 
rate it seems to be the consensus 
of best thinking that it will stili be 
conducted according to civilized 


principles. 


SUT 


President 





should see the inquiries that are 
coming in from Washington and 
New York State. One man even 
wrote in from Long Island, saying 
that he had seen one of our match 
folders and was interested in a pair 
of boots—would we send him the 
necessary material for ordering.” 
o * * 


GEORGE E. HALDINSTEIN of 
Bally and Haldenstein, Ltd., Nor- 
wich, England, writes: 

“I would ask you to try and tell 


your friends, one and all, what the 
passage of the “Lease and Lend’ Bill 
means to us. This is a war of im- 
plements and weight of arms. The 
spirit and bravery of our men can- 
not in these days avail against the 
weight of arms. Now that it is pos- 
sible for us to have more machines 
and more guns, the result is certain. 
“T am convinced this is a thing, 
which throughout the lifetime of 
everyone in this Country, will al- 
ways be remembered. Whatever 
may come, the gesture your people 
have made in giving us everything 
you have got, that can be of service 
to us in fighting this War, can never 
be forgotten.” 
@VER 63 per cent of the national 
income was paid to salary and wage 
earners last year. This year the 
proportion will be even higher. This 
is also the day of opportunity for 
shoe stores and shoe men. For ex- 
ample, Charlestown, Indiana, in- 
creased its population from 400 to 
4,000 in a few months. And there 
are dozens and dozens of towns that 
have expanded tremendously. This 


means new housing and new footing 
as well. 2 

There has been good business. in 
the 186 army camp centers because 
many a soldier has bought oxfords 
for “off the reservation wear.” In 
fact, we wouldn’t be surprised if the 
army eventually issued oxfords. 
They serve the purpose and reduce 
the area of leather and are more in 
temper with the times. 

* . * 
MARS. EDNA WOOLMAN CHASE, 
editor of Vogue, at the National 
Shoe Retailers Association styles 
conference, said: 

“Now, as to shoe trends. What 
tremors are there in the air now 
that may produce future trends? I 
should like to point to the new baby 
last as a possible one. For its com- 
fort, for its health features, for its 
young look, for its suitability to the 
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low-heeled casual type of shoe, it 
should be watched carefully as a 
possible trendmaker.” 


BE careful on how you use the 
word “doctor” in connection with 
shoes! The Federal Trade Com- 
mission is issuing stipulations to 
that effect. One concern must 
“cease and desist,” this week, from 
employing brand names in connec- 
tion with the word “Doctor” or its 
abbreviation “Dr.” when, in fact, 
shoes so marked were neither made 
under the supervision of a physician 
nor did they contain special scien- 
tific or orthopedic features. 


ANOTHER caution! Be careful in 
your use of the word “alligator.” 
Two concerns have been brought to 
task and the Federal Trade Com- 
mission stipulation says: “Cease 
using the word ‘alligator’ or other 
similar word to describe shoes not 
made from alligator hide, and pro- 
vided that the word ‘alligator’ may 
be used to describe the finish of 
shoes which are made from mate- 
rials other than alligator leather and 
are finished or embossed to resem- 
ble it, when this word is immedi- 
ately accompanied by others clearly 
indicating that the designation re- 
fers only to the pattern embossed 
on such materials.” 


CHARLES S. RUDOLPH of Wil- 
son’s Shoe Store, Delmar Boulevard, 
St. Louis, Mo., sends us the story of 
“THE DUKE OF DELMAR IS 
DRAFTED.” Listen to his tale: 


“T finally got my questionnaire; 
It came in the morning mail. 
I guess I'd better fill it out, 
Or I might land in jail. 


First they wanted to know my name, 
That to me seemed dumb; 

If they hadn’t known that; 
The letter couldn’t have come. 


Then they said, how are you built, 
I thought, not bad, by heck, 
After reading my description, 
I really am a wreck. 


Do I live in an institution? 
Did I get an education? 

Did I take some higher learning? 
How’s about my occupation? 


I told them I was a salesman, 
Just how much I earned, 

Of other things I like to do, 
And for what my heart did yearn. 


They asked, just what else can you do? 
And what else have you done? 

Have you ever lived on a farm? 
Or isn’t that hayseed, son? 


fe 


Then came what I'd been dreading, 
They asked, was I single, 

And there I was without a wife, 
But at least my pockets did jingle. 


Then came a lot of questions, 
That I did pass in haste, 
In regards to my dependents, 
That space I had to waste. 


If I had studied for the ministry 
After grammar school graduation 

I could have answered the next list 
Without any consultation. 


OFFICE 





I also claimed my citizenship, 
And the date on which I was born, 
I even told them my birthplace, 
"Twas, on a bright and frosty morn. 


I’m not a conscientious objector, 
And I don’t care for a trial, 
Since I have no criminal record 

I go through life with a smile. 


Next they asked about service, 

What branch, where, when, and how, 
I answered I'd never seen any, 

But I’m not far from it now. 


What class do I belong in? 
Of course, they didn’t insist, 

I couldn’t answer such a question, 
The class I like is not on the list. 





I finally reach the conclusion, 

And I signed my name on the line, 
I now belong to Uncle Sam 

And have thus evaded a fine.” 











“Lend him a hand with that big army order." 












Right—R. B. Shedreck, former men’s furnish- 
Soe Seek ety eaprnees ree st Oe 
shoe department of J. C. Penney Company, 
moves stock to provide more display space. 
The company operates a complete shoe store 
here, separate from the rest of the establishment. 


“DOOMTOWN 


Q@NLY a few years ago, Albuquerque, N. M., impressed 
the visitor as just another rather sleepy Southwestern 
town. Because of the large trading area it serves in a 
sparsely-populated state, Albuquerque has always been 
a good business town. Some of the largest and most 
successful wholesalers in all the Southwest are located 
here. And when the price of wool was up to anything 
like a normal level—sheep raising is one of the state’s 
principal industries—retail business was good. But the 
town itself, was anything but impressive in appearance. 

Now, however, it’s different. Almost overnight— 
figuratively speaking—Albuquerque has “grown up.” 
The town is breeding modern store fronts at an amazing 
rate. Modernization has become the rule rather than 
the exception. The national chains are building huge 
new variety stores here. In short, Albuquerque is 
booming. 

Part of this is a result of rapid expansion by the 
Army’s air wing here. Some 5000 carpenters were 


’s future is 

i es acacia oY ob chamonies 
new store by Given Brothers Shoe Co., El Paso, 
Tex., featuring men’s, women’s and children’s 
departments. Lou Given, secretary-treasurer, 
gives directions to the construction foreman. 








USTNESS” 


How Albuquerque, N. M., Awakening from Its Long Siesta 
Under the Influence of the Army’s Rapid Air Expansion 
Program, is Expanding and Modernizing Its Retail Facilities. 


brought ‘to erect the necessary officer’s homes and bar- 
racks. Other building tradesmen were employed at an 
equally fast rate. Some apparently reliable estimates 
place the present population of Albuquerque—including 
the metropolitan area—at as high as 70,000. The most 
conservative figures are around 55,000. 


KBUT under all this boom atmosphere appears some- 
thing sound. Albuquerque is growing from the ground 
up. Behind the new store fronts you'll find a gradual 
but very evident trend toward improved and modernized 
merchandising methods. And in the foreground of that 
parade are the city’s shoe men. In proportion to the 
population, there aren’t many shoe stores here. The 
better-class business is pretty largely controlled by a few 
old-line houses, the lower bracket volume by some of 
the more progressive chains. But those few firms are 
so strongly entrenched it would just about take a steam 
shovel to move their clientele. 
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NATIONAL defense has sown the seed for a new crop 
of pi nee cv tean in America. Some of them, like Al- 
buquerque, are old towns, stirring to new life and activity 
as a result of military training or the fact that industries, 
long idle, have experienced a sudden stimulus from de- 
fense orders. Others are brand new “Boom Towns, 
growing up around new war industries, located in various 
sections of the interior in line with the government policy 
of putting essential industries in the so-called “safety 
sone,” out of reach of air raids or possible invasion. 

In either event they represent new markets for mer- 
chandise, including shoes of all kinds, work shoes, dress 
shoes, shoes for every day wear men, women and chil- 
dren, yes, and casual shoes, for even Boom Towns must 
have their periods of relaxation and amusement. Here’s 
the story of Albuquerque, told by a RECORDER corre- 
spondent in words and pictures. But don’t forget, there 
will be a lot of other Boom Towns before this man’s army 
is organized, trained and outfitted with everything it’s 
going to need tu make America safe and secure. 















































Shoe merchants who plan to open new stores or 
increase the size of present stores to take care of the 
influx of business resulting from army training camps 
and war industries will naturally consider first the ques- 
tion of how permanent the increased business is likely 
to be. It can be considered reasonably certain that ex- 
pansion of army air fields and some of the naval bases 
can be regarded as relatively permanent. The same 
will hold true, no doubt, for many of the war industries. 
Other “Boomtowns,” not strategically located to serve 
the requirements of peacetime industry, have a less 
promising outlook and consequently will prove less 
attractive to merchants looking for new fields of enter- 
prise. 


Above right—B. P. Rymer, manager of the Leeds 

Store, was snapped at his desk as he surveyed the 

sales figures of the year to date. He reports that 

this store had the two biggest months in its history 
during January and February. 


Right—H. H. Hale, owner of Brownbilt store. 
hoids an annual “trade-in” sale and allows dis- 
counts to customers bringing in their old shoes, 
which qre turned over to charity. Mr. Hale, right, 
sorts over a box of trade-in shoes with his assis- 
tant, John Gibson. 
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This circular room for the younger set is completely modern and stream- 
lined in keeping with the rest of the newly-remodeled store, yet retaining 
its juvenile appeal in furnishings, pictures and decoration. 


SALON DESIGN 
IN A 
FAMILY STORE 


by BERNICE STEVENS 


A SALON type atmosphere is usually associated with an exclusive 
women’s shoe store, but in the newly remodeled Blitz Boot Shop, 
1346 W. Devon, it pervades throughout an entire family shoe store. 
As a result Max and Harold Blitz, veteran Chicago shoe mer- 
chants, now have one of the most beautiful and outstanding family 
shoe stores in the country. 

The Blitz shop. has been enlarged to twice its former size, the 
adjacent store space having been added. The new store is com- 
pletely departmentalized, containing separate men’s, women’s, and 
children’s departments. Each is especially designed so that it is 
in character and at the same time seryes a specific merchandising 
purpose. 

Thus, the men’s and boys’ department, located near the entrance, 
is simple and masculine in decoration, set off from the rest of the 
store by a railing, and contains open stock shelving. The entire 
rear section of the store comprises the women’s department fur- 
nished with modern lounges, easy chairs, and benches. There are 
informal groupings including one beside the fireplace. This sec- 
tion is divided into a Deb department and an arch type depart- 
ment. The Deb department contains the style type of shoes and 
has also been created for the growing girl and high school girl, 
so that they have a section entirely their own in the store. It is 
pointed out that girls in this group refuse to sit in the children’s 
department to be fitted, yet their needs and tastes do not rightly 
place them in the regular women’s section. 

This department will feature a [TURN TO PAGE 54, PLEASE] 
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Right:—When the family goes shoe 
shopping, this is where father and 
son do their buying in this ultra-mod- 
ern section of the Blitz Boot Shop. 


Whrat’s Good tor the Exclusive Specialiy Shop in the Way 
of Up-te-Date Design, Attractive Environment and Comfort- 
able Furnishings, Is Also Good for the Store That Serves a 
Family Clientele, Progressive Chicago Retailer Believes. 
Blitz Boot Shop Doubles Floor Space and Greets the Public 
with Modernized and Attraetive Interior. 


Left:—The_ high school daughter 
stops off here in the Deb depart- 
ment, created especially for the 
growing girl. This entire rear section 
of the store is given over to women’s 
shoes with informal and picturesque 


groupings of furniture. 





Right:—This is mother’s corner and 
also a corrective footwear depart- 
ment. Just adjacent to this depart- 
ment is a completely equipped 
chiropodist’s office. 








Tested Merchandising 


Plus 


Planned Promotion 





FROM a test made in the Summer of 1939 to a women’s 
shoe business requiring fifteen salespeople just before 
‘Easter 1941, is a most unusual record. When that is 
done in the shoe department of a popular priced depart- 
ment store that had to be located in the basement for 
lack of upstairs space, it becomes doubly interesting. 
When it all happens in a shopping district where you'll 
find almost all the national chain organizations plus 
several independent shoe stores—well, you’ve got some- 
thing worth talking about. 

Less than two years ago, Alexander’s, on Fordham 
Road in the Borough of the Bronx, New York City, 
launched a storewide “stepping out” program. One 
phase of the program was to make a test with white 
shoes at $4.99 which were extra values, with fitting ser- 
vice not usually found in popular priced department 
stores. The reception given the idea resulted in putting 
in, a complete line of women’s shoes at $4.99 that Fall, 
featuring them as Concourse Comfort Shoes and Con- 
course Chic Shoes. 


phere to attract attention. 


lines of women’s shoes. 


Last Summer, another test was made that again proved 
to be the right move. From two or three lower priced 
lines the store changed to one, featuring Alexander’s 
Challenge Shoes at $2.99. It’s the combination of 
Concourse $4.99 and Challenger $2.99 shoes that’s going 
places at Alexander’s this Spring. 

But back of this success are other ideas as keen, as 
sensible as the price tests, ideas that helped to win out 
over conditions and competition, including the basement 
location (about 25 x 30 feet) for a department that is 
definitely “up-stairs” in representative stores everywhere. 
Having no other place or space, the store did a good 
job of making the best of the situation. 


AS you go down the wide, modern steps to the base- 
ment, and turn left, the department entrance is directly 
in front of you. Flanking the entrance at either side, 
are two oval-ended, fluorescent lighted cases about forty- 
two inches high, each with a specially designed display 
fixture of a “honey comb” nature, that permits showing 
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Above: A colorful display of Summer 
footwear featured in a holiday atmos- 


Left: This window stressed the values 
and style appeal of the store’s leading 
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How a Popular Price Department Store in the Bronx, New 
York, Built the Foundation for a Flourishing Shoe Business 
by Finding Out the Hinds and Grades of Shoes Customers 
Would Buy and Then Telling a Convincing Story in Ads 
and Well Pianned Window Displays. 


forty to forty-five shoes in each case—a really attractive 
“stock” display. Shadow boxes built into the stock 
shelves are used primarily for idea displays. There are 
two of them eight feet long and six of them four feet 
long. In addition there’s a green post panel with several 


racks of shoes displayed—Challenge sport shoes, at the 
moment. Aside, we might add that there’s a slipper bar 
nearby that expands and becomes a beach shoe bar for 
the Summer, and also several tables of typical basement 

[TURN TO PAGE 35, PLEASE] 


Scientific accuracy in children’s 

shoe fitting is one of the selling 

arguments regularly employed 

by this store. In the display pic- 

tured at the left it is used with 
telling effect. 








1 THIS is a month with big 

possibilities but it re- 
quires vigorous promotion. 
Have you a_ well-developed 
plan for getting your share of 
the early summer business that 
makes May a jgood selling 
month? Review your selling 
plans for the month and make 
sure nothing has been over- 
looked thai will help your vol- 
ume. 


9 THE theme of today's 
newspaper ads will of 
course be “Gifts For Mother's 
Day". In addition to your gift 
items you can play up wo- 
men's style footwear as an ap- 
preciated gift, pointing out 
that merchandise certificates 
make it possible for the re- 
cipient to make her own selec- 
tions. Play up hosiery gift 
boxes, too. 


17 LAST Saturday's experi- 

ment with suggesting 
gift hose ought to have demon- 
strated the possibilities of this 
idea. Tell all salespeople that 
today you want them to sug- 
gest some additional item to 
every customer. Keep a rec- 
ord of the extra sales produced 
and you will be surprised at the 
volume. 


26 NO doubt you  intro- 
duced the Memorial 
Day holiday theme into your 
windows in a limited way Satur- 
day, but today you should ar- 
range and expand these dis- 
plays so that they will com- 
mand the attention of every 
passer-by and will make these 
next four days big volume days 
for you. 


The 


Retail 


Shoe Store 


CALENDAR 


For MAY 


9 YOUR newspaper ad 

should be an attention- 
compelling presentation of 
your style footwear for Sum- 
mer. Play up the words “Sum- 
mer Styles," use plenty of space 
and the best possible illustra- 
tions. Feature men's shoes as 
well as women's and place the 
emphasis on your best selling 
price line in each case. 


10 INSTRUCT all of your 

salespeople that today 
they are to say to every foot- 
wear customer they serve, “Let 
me show you some of the spe- 
cial gift boxes of women's hos- 
iery that we are featuring for 
Mother's day." If everybody 
gets behind this and talks it to 
every customer you will pick 
up many extra sales. 


19 IF you did anything 
about National Cotton 
Week in your windows, con- 
tinue the display throughout 
this week. Aside from this, all 
displays should be changed 
today, or at least rearranged 
so that they will look different 
to the passing shopper. How 
about children's shoes? Isn't it 
about time for a window? 


i] YOU should plan to 

have a mailing on chil- 
dren's vacation shoes ready to 
go out about the time your 
local schools close. It would be 
a good idea to prepare it now, 
and have it all addressed and 
ready to mail when the time 
comes. A folder or letter will 
be best. - 


REVIEW your window dis- 

plays the first thing to- 
day and make sure the displays 
are real SELLING displays and 
that the price lines featured in 
last night's newspaper are fec- 
tured equaily well in your win- 
dows. A good special in each 
window will help pull customers 
into the store today. 


12 CHANGE all of your 
window displays today. 
Continue to promote women's 
summer styles of course, but 
how about a good window of 
men's footwear, with the em- 
phasis on whites and with in- 
teresting display cards point- 
ing out the cdded comfort men 
enjoy in lighter weight shoes 
when warm days come? 


20 IF you have not ex- 
ceeded your budgeted 
amount for direct mail this 
would be a good time for a 
mailing folder or letter calling 
attention to the coming Me- 
morial Day holiday next week 
and suggesting early selection 
of Summer footwear for those 
planning to go away for the 
holiday week-end. 


28 MAKE your weekly 

check of stocks today 
and in ordering your fill-ins 
from the check, consider care- 
fully your June prospects. Do 
not reorder too heavily on the 
lines that are most apt to slow 
up after June |, for in June you 
will want to begin reducing 
your stock investment. 


your 
one sé 
to a 

for M 
includ 
house 
chand 
sure ¢ 
selling 


13 


prosp 
schoo 
your 
the g 
be wi 
letter 
ing | 
urging 
lectio 


21 


agair 
the s 
an he 
lookir 
parin 
vious 
are $ 





5 NEXT Sunday is Mother's 

Day so, when you change 
your window displays today, 
one section should be devoted 
to a promotion of gift items 
for Mother's Day. These can 
include silk hose in gift boxes, 
house slippers, handbags, mer- 
chandise certificates, etc. Be 
sure to have one or two good 
selling display cards. 


13 IT is time to go after 

white shoe business from 
prospective graduates of local 
schools. If you can secure from 
your schools, lists of those in 
the graduating class, it would 
be worth while to send out a 
letter to them this week, tell- 
ing about your values and 
urging the wisdom of early se- 
lection. 


91 THE day to make your 

weekly check of stocks 
again. Do it first thing ofter 
the store opens. Then spend 
an hour or two with the figures, 
looking for short stocks, com- 
paring with the checks of pre- 
vious weeks to see where sales 
are slowing down and where 
they are accelerating. 


99 THIS will probably be a 
good business day. Per- 
haps an ad in this morning's 
newspaper, or in last night's 
edition would be advisable. Be 
sure and plan a suitable patri- 
otic window for Memorial Day 
and put it in plage tonight 
after the store closes. A simple 
display is best. 


6 YOU should get good re- 

sponse from a mailing to 
your customer list today, call- 
ing attention to your selection 
of gifts for Mother's Day. Em- 
phasize that you make up gift 
boxes of silk hose to order, 
complete with a Mother's Day 
gift card, and offer to make 
delivery anywhere in your city 
on next Sunday. 


14 CHECK your stocks 

again today. It is a lot 
of work, but it will help your 
profits if you make use of the 
information that your weekly 
check provides. Are sales slow- 
ing down on any of your early 
summer styles? If they are, 
your check will show it, and you 
can act accordingly to push 
these numbers. 


992 YOUR tables and coun- 
ters should now be fea- 
turing merchandise that will in- 
terest shoppers who are look- 
ing aheod to a holiday week- 
end next week. Your display 
cards on these tables should be 
more than price cards. Make 
them SELL and your displays 
will produce far better results 


for you. 


3 MEMORIAL DAY. And 

because of National De- 
fense activity it will be more 
generally observed than usual. 
Enjoy the holiday. You do not 
get many opportunities to get 
away from the show business 
for a day. 


7 WHEN you make your 
weekly check of stocks 
today watch out for low stocks 
on your best selling. members, 
and order in replacements at 
once. Be particularly careful 
about hosiery colors and 
shades for you are in a good 
hosiery season and stocks must 
be maintained or you will lose 
sales—and customers, too! 


15 IS your store ready for 

the summer season, with 
electric fans installed, new sum- 
mer displays on ledges and 
tables, and such rearrange- 
ments of stock as the season 
demands all complete? Have 
you ever considered the possi- 
bility of a cooling or air con- 
ditioning system in your store? 
It is a selling asset! 


93 YOU will need a big, 
important ad and the 
theme will of course be, "Get 
Ready For The Memorial Day 
Holiday Week-End!" Play up 
your best sellers, in footwear 
and hosiery lines, men's as well 
as women's. If your ad does a 

selling job, Saturday 
should be BIG! 


31 MANY people will be 

observing a holiday 
week-end and sales may suffer. 
Some extra good window spe- 
cials might help sales. Are your 
plans for June merchandising 
selling complete? If not you 
have the week-end to go over 
them and make sure nothing 
has been overlooked that will 
help volume. 


FOR. the last three sell- 

ing days before Mother's 
Day arrange an effective show- 
ing of your gift items on tables 
up near the front of the store. 
You'll remind a lot of custom- 
ets of the coming event in this 
way and will pick up a lot of 
sales that might otherwise be 
lost. 


1 TODAY is the first day 

of National Cotton 
Week which continues all 
through next week. If you have 
any cotton items it would be 
well to get them in the window 
with suitable display cards and 
tie in with this nation-wide pro- 
motion. Feature Summer styles 
in today's newspaper ads. 


94 DO everything that you 

possibly can to make 
this a ‘big day because next 
Saturday will undoubtedly be a 
rather poor day by compari- 
son. Get some good “specials” 
into your windows, and get 
every member of your selling 
force on their toes to produce 
every possible dollar of sales. 
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OUTLOOM 


A Free Industry—Sharply Competitive 


THIS is pricing time—the time of the year when the 
manufacturer adds up all his costs and sets his prices on 
shoes to be manufactured for early Fall selling. It is a 
very important function, for if he balances all his judg- 
ments so that the prices are in line with quality stand- 
ards prevailing in his shop, he can present to his mer- 
chant customers a modest and reasonable increase and 
expect early orders thereon. 

It is obvious to any sane business man that runaway 
price rises are out of the picture. For the first time 
in economic history heavy government buying has been 
done without an immediate spiral of the prices of con- 
sumer goods. Washington may “have planned it so” 
but we are more of the belief that good business sense 
did it. The “plunger,” the “speculator,” the “hunch- 
follower” have found that in the field of consumer goods 
there is no profiteering playground. Ordinary horse 
sense keeps the merchant field on the sharp, competitive 
line—for this good reason: The public is wise in its 
mass wisdom that if it doesn’t get value for its dollar, 
it goes elsewhere or stops buying. 

Remember, we have OPAX—“Office of Price Admin- 
istration and Civilian Supply.” Already the steel indus- 
try has been given the medicine of price-fixing. An 
administrative order freezing steel and iron prices has 
been issued. As Leon Henderson, Price Administrator, 
put it: “An increase in prices now might touch off a 
general increase in the cost of living and start the 
country off on the road to price inflation.” At the same 
time he made it clear that “upward adjustments might 
be permitted, in the future if a thorough study of prices 
and costs in the industry indicated that they were neces- 
sary.” 

Steel and iron are basic—but “by the ton.” The 
fabrication into useful items “by the pound” is subject 
to inexorable increased costs through wages, taxes and 
every other factor beyond the control of the fabricator. 
Time alone will tell whether this major undertaking of 
freezing basic material prices can be made effective. 

Now on the subject of freezing the prices of hides 
and skins. The farmer, the herder and the cattle man 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


are pretty powerful factors in this nation. As things 
now appear they are not going to have abundant pros- 
perity—because the farmer has super-abundant pro- 
duction possibilities—although general “good times” 
may help. Some talk has been already made on “freez- 
ing hide prices at 14c to 15c.” 

Try and do it—for even though 60 per cent of the 
take-off is done by the packers, the farmer and the 
herdsman know that when meat prices go up or down, 
the price of by-products is often compensatory. It’s 
allright to call the hide a wrapping paper around the 
meat but it is at least 64% per cent of the live weight. 
And who is Washington, anyway, to have such om- 
nipotence when our hide market is still an international 
market? At times we have a feeling that some heads 
in Washington are so busy bulging that the halo must 
get a trifle tight. 

Why “hammer the hell” out of a poor but honest shoe 
industry that is doing the best it can to give the public 
the most for the money? There isn’t a consumer prod- 
uct that took the drop between 1929 and today as man- 
fully—and that has stayed on the bottom—when every 
other consumer industry, bar none, has risen higher. 

OPM Director of Purchases, Donald Nelson told a 
press conference on April 16 that “heavy demand for 
large quantities of brown tanned leather for army re- 
quirements made a move in the direction of imposition 
of government’s emergency price-fixing likely.” Well, 
there were more recent bids for army shoes than the 
government wanted—something unusual to say the least 
—hbut indicative of the fact that there is no shortage of 
shoe capacity or tanning capacity. If such a gesture of 
army leather price-fixing is another one of those pub- 
licity pressures, it’s just too bad. 

We continue to believe that free industry, sharply 
competitive, gives the most to government and public 
and that it’s good horse-sense to keep it free. 
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MO-LO Messenger No. 3 


YOU CAN FIT MORE FEET 


=a 


In LESS TIME with 
‘NNERSOLES 


1— IT CUPS AND LEVELS UP THE HEEL 


@— IT PREVENTS FOOT RIDING FORWARD AND 
BINDING AT THE INSTEP 


3 — iT REDUCES AND CORRECTS PRONATION 
4 — IT PREVENTS ROTATION OF FORE PART OF FOOT 
5 — IT FORMS THE SHOE TO THE ARCH 


6 — IT CUSHIONS THE ARCH 


7 — IT DISTRIBUTES THE WEIGHT 
TO ALL THE METATARSALS 


& — IT ALLOWS THE PHALANGES FREE PLAY 
@— IT HOLDS THE FOOT BACK IN THE 


SHOE AND ALLOWS THE TOES TO 
EXERCISE NATURAL FREE ACTION 


USE THESE 9 SELLING POINTS AT THE FITTING STOOL... 


TO FORM THE ARCH AND CUP THE HEEL iS TO 
GIVE TO SHOES ... COMPLETE WALKING COMFORT 





MO-LO is a cork plastic insole that forms to 
the shape of the individual foot while walking. 
When shoes constructed with MO-LO insoles 
are tried on by customers in the store, they 
begin to mold to the shape of the composite 
foot—but MO-LO doesn’t take the form of 
the individual foot until after several days’ 
walkin 
MO-LO supplies the “Third Dimension” in 
shoe fitting—they mold a fitting to every 
crevice under the arch and heel of the indi- 
vidual foot yet take up no appreciable room 
in the shoe as they fill the vacant space under 
the arch and support the foot at its points of 
‘major stress and strain. 
MO-LO makes mates of the shoe and the 
foot—both left and right. _ 
MO-LO self molding insoles cushion the 


feet and remain soft and flexible for the life 
of the shoes. 

Specify MO-LO arch-forming insoles to be 
built into your shoes by your manufacturer. 
The cost is low. They give a personalized fit 
to standard factory shoes—men’s, women’s, 
and children. Build them in and watch sales 


rise. 

See how MO-LO eliminates the “breaking- 
in” period. See how they conform the shoes to 
the foot rather than breaking down the feet to 
the shoes. To be convinced—try the MO-LO 
WALK TEST. Send us the SIZE and WIDTH 
of the shoes you wear and we will send you a 
pair of MO-LO three-quarter insoles with 
instructions for cementing them into your 
shoes. (When ordering for women, advise if 
for narrow, medium or wide shank shoes.) 


Patented Shoe Designs, Processes, Equipment and Products 


436 FAIRFIELD AVENUE ° 


STAMFORD, CONN. 


ARCH FORMING MO-LO PATENTED INSOLES U. S. LETTERS PATENT NO. 2,197,996 GRANTED APRIL 23, 1940 











Edward Brothers, left, 
and his son Dick look 
over the current issue of 
the Recorder for the 
latest style tips. 


THE word “Brothers” is generally used to signify two 
men of the same parents but in the case of Brothers’ 
Walk-Over Shop, of Bakersfield, California, the name 
Brothers stands for father and son. 

Edward Brothers, the father, has been in the shoe 
business for the past fifteen years selling the better 
grades of shoes to customers of the southern San 
Joaquin Valley of California. 
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Another Generation Helps to 
Continue the Fine Traditions 
That Have Made These Enter- 
prises Prosperous, Successful 
and Honored in Their Various 
Communities. 


Dick Brothers, his son, associated with his father in 
the business, has charge of the office as well as assisting 
in the buying and also selling his share of footwear on 
the floor. : 


IB OTH father and son are constant readers of Boot 
AND SHOE RecorpER and find the weekly articles of 
great help and value in the conduct of their business. 
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Spectators are tops. Sales in the South are 
sensational. Here’s your biggest, surest, most 
profitable promotion of the year. 


Walk-Over offers you 20 Spectators in stock. 
A whole range of heel heights—step-ins and 
ties—whites with turf tan, whites with blue. , TUDOR 


The big selling season is right ahead. Dec- P White and Tan 
oration Day is coming up. After that the great : 
white month of June. Magazine advertising 
featuring Walk-Over Spectators is timed to , 
the height of the selling season. May 5 Life anaes 
and May Mademoiselle—two of the best-read 
magazines in the country. Make sure you can 
meet the tremendous demand for Walk-Over 
Spectators they will bring. Wire your order 
today. 
GEO. E. KEITH COMPANY 
Campello, Brockton, Mass. 


4 3 TATTOO 
FALL FOOTWEAR OPENINGS-—MAY 11-14 Sy -—— White and Tan 
\ Welcome to Walk-Over’s Display Rooms at the 
White and Tan Hotel Commodore, New York 
ROOMS 803, 805, 807 








STRETCHABLE SHOES ARE ONLY RIGHTY 
WHEN MADE BY THE RIGHT METI 


Wrex Alfred Vamos used “Lastex” yarn 
to create his sensational stretchable shoes 
he invented something more than a new 
type of. footwear. To make that footwear 
practicable it was necessary to invent a 
method of making them and that method 
was worked out after long months of patient 
factory experiments. The Vamos method is 
now used by all the leading manufacturers 


of the country who use “Lastex” materials. 


If you have trouble with your stretchable 
shoes do not blame the materials. It is far 


more likely that it is the shoemaking that 


is at fault. 


You cannot make stretchable shoes by the 
same methods employed for the old. 
fashioned rigid shoes. Ignoring that fact 
means shoes that pinch and burn, dis- 


gruntled customers and costly returns. 


When ordering stretchable shoes specify 
that they be made by the Vamos method. It 


will save you many a headache. 


Visit our Display—Room 672 Commodore 
Hotel, N. Y. May 11, 12, 13, 14, 1941. 








i Se ee ee eS ae ee 


Inventor of stretchable shoes and specialist in all shoe fabrics made with “‘Lastex’”’ yarn. 





T' Hug the Last Better 


Use VAMOS-LASTEX as a quality- 
required backing—good shoes are 


made from the inside-out. 


10 Give the Pattern Its Proper Fitting Value 


Use the VAMOS-LASTEX Method — 


smooth, wrinkle-proof, degree-tested 


Insist that VAMOS-LASTEX be used 
to give perfect fit—with neither burn- 
ing nor puckering nor other discomfort 


—in the right size and the right style. 


406—416 MARBRIDGE BUILDING...NEW YORK CITY 


410 No. 23rd St., St. Louis © 186 Lincoln St, Boston © 626 Broadway, Cincinnati 
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A Boot and Shoe Recorder Department 


okey PEPE . ae 


Others Do It 


If your shoe store is on a side 
street or upper floor, why not adver- 
tise its location and the bargains that 
you have to offer by having a sand- 
wichman parading on the main streets 
of the town. 


Some stores may think that this is 
not very dignified advertising, but it 
sure would keep your store’s name in 
the public eye at little cost to you. 
* * 7 
Direct Mail 

Don’t mail literature to reach pros- 
pect on Saturday or Sunday. 

Try not to have your literature ar- 


rive in the first mail. 


Don’t mail your message within a 
day or two of a holiday. 

Don’t use mailings in early Summer 
unless they are keyed to the season. 
Design your mailing pieces so that 
they will stand out from all the other 
mail that your customer receives. 


Try to offer your customers a real 
bargain or service. 
* * * 


“How To Read The Ads” 


PM, New York City newspaper, 
recently published a study to aid the 
buying public in determining what 
retailers really mean in certain ad- 
vertising expressions. 

“Claims of value,” according to 
PM, “fall largely into two categories: 
clearance or markdown claims on 
merchandise that has been in the 
store’s stock, quoted as ‘formerly,’ 
‘reduced from,’ ‘was,’ etc.; and claims 
of value made in the special purchase 
type of sale on merchandise that has 
just come into the store, such as 
‘made to sell for,’ ‘regular price is,’ 
‘usually sells for,’ etc.” 

The following PM chart on com- 
parative price claims may be useful 
to you in planning your consumer 
advertising: 


by JOHN F. W. ANDERSON 


The Postman Rings Twice! 





People in the know about adver- 
tising say that just because an ad 
has brought wonderful results the 
first time that’s no reason to throw it 
away and try to compose another 
masterpiece. 


If an advertising idea has been suc- 
cessful for a certain holiday, season 
or event, put it away and use it again. 
If effective once it will probably be 
again. One New York store keeps a 
careful cross section record on each 
ad—date used, weather, results, un- 
predicted factors, etc., and reports 
surprisingly good returns on re-run 


successes. 
S28 @ 


A New One! 


Proprietor L. S. Wolcott, of the Boot 
Shop, Billings, Montana, writes in to 
say that he has a new and surpris- 
ingly successful idea to build up inter- 











Shopper’s Dictionary of Comparative Price Claims 


“REGULARLY”: Generally should 
indicate reduction; it tells the 
price at which the merchandise 
sold just previous to the sale; 
and to which the store may return 
it after the sale. 

“FORMERLY”: Indicates a perma- 
nent reduction; the price will not 
return fo its former higher level. 
it generally is applied to the last 
previous price and shows one re- 
duction. 

“USUALLY”: Ambiguous term, 
most frequently meaning that 
other stores carry the item at the 
quoted higher price, or that the 
store has made a special pur- 
chase at lower-than-normal cost. 


“VALUE” and “WORTH”: Am- 


biguous and much abused. Used “VERIFIED VALUE OR EQUIV- 


generally to indicate that the 
store has made a special purchase 
and claims that this is what it is 
worth. Articles usually are 
“worth” what they sell for. 

“ORIGINALLY”: Indicates a per- 
manent reduction on an item in 
the store’s own stock. It further 
means that this is the first price 
at which the item sold, and that 
other reductions may have been 
made in the meantime. 

“AFTER THE SALE WILL BE”: 
Used sometimes when the item 
has been marked down for sale 
and wili be marked up again im- 


“MADE TO SELL FOR”: Generally 


PREDICTIONS: Predictions of fu- 


mediately after the sale. 


ALENT”: Indicates that the store 
has sent out shoppers and they 
report that the item or a similar 
item is selling at this higher price 
elsewhere. 


indicates the price the manufac- 
turer of the item expected—or 
hoped—it would retail for. Not 
always accurate. 


ture prices by comparatives, as 
sometimes used in the August 
Fur Sales, should not be readily 
accepted. No one can completely 
predict the future of the market. 
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BEST IDEA OF THE WEEK 
THERE’S A SCIENCE TO SELLING BETTER SHOES 
(Store and buyer’s name omitted by request) 


O. P. Ideator—‘“I have heard reports that you have 
made careful analytical study of your shoe business 
to find your selling faults, correct them and build up 
a better business.” 

Buyer X—“That’s right! And after three months, 
we have drastically reduced returns, increased sales 
volume both in number of pairs sold and even more 
so in total dollar volume.” 

O. P. Ideator—“We'd like to hear more!” 

Buyer X—“We took the period at the beginning of 
the year because it was the slow season after Christ- 
mas and salesmen would have much less objection to 
innovations during that time. Old stock was largely 
cleared out and salesmen had some new styles to 
offer their customers. 

“The campaign centered around personnel and ap- 
proach. Weekly sales meetings were held—boiler 
house sessions might better describe them—as anyone 
with anything to say or contribute could have the 
floor. At these meetings we discussed selling tech- 
niques, reduction of returns, fitting of particular styles, 
sales contests, etc., and a new enthusiasm resulted 
which paid off in definite results. But the best idea 
came out at the first meeting.” 

O. P. Ideator—*Now, we are getting down to the 
gist of the plan.” 

Buyer X—“The most important point is the order 
to every salesman that no matter what the customer 


indicates as the price range she is interested in seeing 
—bring out the most expensive shoe in stock! 


“Inasmuch as the stock carried in our store ranges 
from $3.75 to $9.00, there is considerable room for 
higher suggestion. 

“Did you ever stop to think that if you went into 
a store and the salesman brought you a pair of $2.50 
shoes right off, you’d not be flattered, you'd think that 
you look like a customer that can only afford a $2.50 
shoe. 

“But, if you were shown an expensive pair of shoes, 
$8, $10 or $15, you'd be pleased. You’d know that 
you appeared prosperous, well-dressed. Customers 
won't object to being shown the best—even if they 
can’t buy at that price.” 

O. P. Ideator—“I can readily see your point.” 

Buyer X—“Therefore, our salesmen show our most 
expensive shoes to all customers. And sales reveal 
some interesting results. Our best shoes retail at $9. 
Sales of these increased—not a great deal—but enough 
to show that sales had been missed by the former 
policy of showing a customer a $4 shoe and then 
attempting to ‘up the sale.’ Previously, the ‘bread- 
and-butter’ price had been $4. Under the new effort, 
sales decreased in that price range, while sales of the 
$6 plus shoes increased considerably. And dollar vol- 
ume increased 75 per cent because of the $2 price 
difference in the new ‘popular price line’.” 

O. P. Ideator—“We appreciate this worthwhile sug- 
gestion and I believe it coincides with the thinking of 
many progressive retailers who say that customers are 
now open to suggestions to buy better grade shoes.” 











est in his store among the younger 
generation of the town. 

To every youngster who asks, he 
gives a male and female rabbit to 
raise for the fun and profit of it. Mr. 
Wolcott’s only request is that they give 
him one rabbit in return from the 
first litter. It may not sell shoes di- 
rectly, but it does keep the store’s 
name on the public tongue and that’s 
half the battle in retailing these days. 

* — + 

“Shoes Like Orchids!” 

(O’Connor & Goldberg, Chicago) 
* * * 


Lucky Size Sale 


Here is an interesting merchandis- 
ing idea that we recently saw in a 
New York shoe store. 

A large window card advertised a 
considerable number of shoes at dras- 
tie reductions in price. The lengths 
and widths in which the shoes were 
available were listed on the chart 
with the statement that if the cus- 
tomer was fortunate enough to wear 
one of the sizes listed, he could save 
a lot of mohey. 

This should be a practical way to 
clear out white elephants, odds and 
ends. 


Reduction of Returns 


Many a retailer is worried in these 
times about the problem of how to 
maintain fixed retail prices as the 
cost of his merchandise rises. To 
buy cheaper shoés in order to hold to 
price is a short sighted policy in the 
long run, and to push prices up be- 
comes a necessity if there is any con- 
siderable increase in purchasing costs. 

However, if there has only been a 
small increase in wholesale prices, the 
smart merchant will try to cut his 
overhead and selling expenses and 
promote new business at a minimum 
of cost in order to keep profits at the 
same level in spite of a smaller mark- 
up. It can be done and some aggres- 
sive merchants even report increased 


- profits under the new set up. 


One of the best ways to cut selling 
expenses is to cut down the number 
of returns. The answer is to be found 
in better trained salesmen and more 
careful fitting, careful records of each 
sale and its fitting problems, a guar- 
antee to the customer as to the quality 
of your shoes, and a printed policy as 
to just what conditions under which 
you will accept returns. A Salesmen’s 


fitting Clinic held at the beginning of 
each season is especially useful as an 
opportunity for the whole selling staff 
to go over the fitting problems of each 
particular new shoe. A fair and im- 
partial policy toward the customer is 


paramount. 
> . * 


“Do You Have Headaches 
Enough? 

“Big businesses strive mightily to 
avoid headaches. Small businesses al- 
most invite them. Big businesses de- 
vote considerable time to development 
of policies that will ‘avoid trouble.’ 
Small businesses weigh severity of 
headache against potential profits. If 
profits look sufficiently promising, it 
is reasoned that, in time, they will dis- 
pel any headaches. One of major 
differences between big business and 
small business is caution of former, 
daring of latter. ‘Institutions’ seek 
safety and retention of current status. 
Vital business organizations do not 
forget what word ‘entrepreneur’ means 

... they seek growth through enter- 
prise, initiative, taking chances.” 

(Grey Matter, Grey Advertising 
Agency, Inc., New York City.) 
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SUMMER STYLE PICTURE: Delicate leathers and light 
colors in summer footwear focus attention on the need 
for a box toe that blends smoothly at the tip line, yet 
forms a firm, accurate toe unit. 


TRIM ON THE FOOT—Celastic brings style to the eye in the neat smartness it gives 
THE QUALITY the toe. Celastic brings comfort to the foot by eliminating wrinkled toe linings. 


— TRUE TO THE LAST — Celastic reproduces the lines of each pair of lasts—accurately 
—smoothly. By maintaining toe contour, Celastic preserves the design of the last 
maker in each MATCHED PAIR. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Tested Merchandising and Promotion 


[CONTINUED FROM PAGE 23] 


bargain shoes in another section not so 
far away. 

Stepping from the linoleumed floor to 
the carpeted department makes a sub- 
consciously favorable impression on the 
customer, who is greeted by one of the 
several carefully trained salsepeople. 
Half are men, half women, and even the 
extras are Alexander trained. In place 
of the usual extras, they have taken 
salespeople of proven selling ability 
from other departments and trained 
them to fit shoes. An Arch-O-Scope is 
used in fitting. Every Concourse shoe 
fitting is checked, either by the fitting 
supervisor, or his assistant, one of them 
being always on the floor. Measure- 
ments are taken with care and correct 
size prescribed. Customer records of 
Concourse shoe fittings are kept. When 
shoes do not fit, and injury may result, 
there’s “no sale.” Customers like both 
the service and the values. There has 
even been a small amount of prescrip- 
tion business. 

Show cards in the department dis- 
plays tell concisely about the shoes: 


Uptown women wear Concourse 
Shoes, $4.99. 

- Verified $6.50 value. 

- Personalized service. 

- Scientifically fitted by Arch-O-Scope. 

- We won’t let you wear them unless 

they fit. 

Concourse Chic Shoes—Their keynote 
is style, first and foremost. They are 
the pick of America’s chic shoes. Smart 
uptown women have learned to put 
their fashion faith in Concourse Chic. 
Only $4.99. 

Concourse Comfort Shoes—Designed 
first and foremost for comfort. Leathers 
and lasts selected solely toward this 
end. Workmanship that builds in sup- 
port and comfort. With all that they 
are smart in appearance. Only $4.99. 


Of the Challenge Shoes they say: 
Challenge Shoes $2.99-—Alexander’s 
price for verified $3.98 values. 
Challenge style—new lasts, new 
heels, new designs—shoes that shout 
NEW! 
Challenge materials—quality leathers 
inside and out for beauty and dura- 
bility. 
Challenge workmanship — manufac- 
tured by the Unishank, single sole. 
Sbricco method—the construction 
higher priced shoes. A -value that 
can’t be beat. 


Question about the very strong price 
statement brought reply that it was the 
result of “awfully low” mark-up. Plus 
store policies of no credit, no delivery, 
no C.O.D., 5-day return, and other econ- 
omies of operation. 

Besides the effective department dis- 
play, Concourse and Challenge shoes 
are in the windows “eight months out 
of the year”—two-thirds of the time 


they have either a big, regular window 
display, or are shown in a smaller en- 
trance window. Department and dis- 
play men unite in thinking of display 
ideas, which are sketched, and revised 
if necessary, before being put into work 
at the large workroom in a storage 
building a mile or so from the store, 
where low rent makes it possible to save 
and reuse materials again and again, 
thus helping the display budget. 

Though a series of enclosures is 
planned for Concourse shoes, general 
advertising (mostly in the New York 
Daily News—a tabloid) features the 
Challenge shoes. Large ads are usual, 
with considerable care given to them— 
both copy and layout. This procedure 
is in keeping with the advertising ap- 
peal of this popular-priced store. 

In the price tests, in the department 
displays, in the fitting service, in the 


training of sales people, in the window .- 


displays, and in the advertising there 
is definite evidence that the wonderful 
growth of Alexander’s women’s shoe 
department is not accidental. There’s 
a fine application of the Recorder prin- 
ciple, “Plan your work, then work your 
plan,” together with other old, and often 
forgotten principles such as “Know 
what your customers want.” In short, 
Alexander’s is doing midtown volume 
in an uptown shoe department through 
the use of a great deal of good judg- 
ment and common sense. 


Store Owner Injured 


Detroir, MicH.—Mrs. Mable S. Nor- 
ton, owner of Norton’s Juvenile Shoppe 
in Grosse Pointe, Detroit suburb, is 
recovering from a broken left arm. She 
received her injury when she was 
struck by a bicycle across the street 
from the store. 


Child’s Shoe Attracts 
Attention in Window Display 


Sunsury, Pa.—A child’s shoe, which 
is believed to be at least 65 years old, 
attracted attention at the Triangle 
Shoe Company store on Market Street, 
here, where it was displayed by its 
owner, Mrs. E. J. Hill, of Kapp Heights. 

The shoes were originally purchased 
by. Mrs. Hill’s father, the late Uriah 
Heintzelman, of Freeburg, from an old 
shoemaker. The shoes are made of 
extra heavy leather and have a copper 
inlay between the sole and the leather 
tip. 
The shoes were first purchased for 
Mrs. Hill’s sister, and later she wore 
them, then a brother and another sister. 
Since then the shoes have been in pos- 
session of Mrs. Hill, and each grand- 
child has been given a turn to have 
the shoes on only once, so that they 
may remember them. 


[35] 











ATTENTION 


RETAIL SHOE 
SALESMEN 


Do you want success? Are 
you energetic and enthusias- 
tic and willing to work hard? 
Do you know how to get 
along with customers? 


These are essential qualifica- 
tions that attribute in a large 
measure to the success en- 
joyed by Health Spot Shoe 
Shop operators everywhere. 


You do not have to make an 
investment of any kind. You 
share liberally in the profits 
of the store, in addition to 
drawing a regular salary. 


EXCLUSIVE 
HEALTH SPOT SHOE SHOP 


You receive latest data on 
selling routine, window dis- 
play, budget control and 
monthly operating figures, 
with just the right amount of 
intelligent instruction to help 
you operate successfully. 


Your ability to fit shoes prop- 
erly, combined with the sat- 
isfactory results that Health 
Spot Shoes give, will build 
you a fine following of satis- 
fied customers. As the store’s 
volume increases, profits go 
up and so does your income. 


If you can furnish satisfac- 
tory references as to charac- 
ter and past employment, 
send for an application blank 
today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 














Practieal Pointers on 


HOW TO SELL 


Bi 4 
te) 


SHOES 





CHILDREN live in a world of phantasy and imagina- 
tion, in a world of kings and queens, princes and prin- 
cesses. They believe in Santa Claus and fairy tales. 
Their emotions are swayed, not by reason or cause and 
effect, but by friendly words and smiles. To them their 
world is very real and their attention must be gained 
by appeals to beauty. There are few children who do 
not readily respond to praise and flattery in their mildest 
forms. 

We see them overriding their parents’ better judg- 
ment and bending them to their wills. We see them 
stormily protest and upset the best salesman’s technique 
when something else has captured their fancy. Who has 
not had “walk-outs” because the parent wanted one 
thing and the child another? Call it childish if you 
will, but they are asserting their right to live and choose 
their own way of life. 

This same determination and imagination can be 
helpful selling tools for the shoe salesman if he will 
listen to the call of youth and build up a desire in the 
child’s mind for the shoe that he and the parent want 
on the child’s foot. 


Selling Children 
Chapter Eight in a Series 


by PATRICK A. MORGAN 


An alert questioning and probing of the child’s mind 
will bring a ready response and pre-suppose a demand 
for a certain shoe. Three minutes devoted to such 
questioning as: “Would you like a shoe with foxing on 
the toe and a mannish last?” or “How would you like 
a genuine calfskin in brown with black edging?” “I 
have just the shoe for you. I’m sure you'll love it.” 

Watch the youngster’s eyes shine as he waits for you 
to bring out this all-absorbing design. Please the child 
and you please the parent, and the sale is half made. 

Children’s shoes should be fitted by someone who 
likes children and who can understand their viewpoint 
and stir their imagination from a first-hand knowledge 
of their likes and dislikes. Children readily recognize 
friendliness or animosity. If they irk you, don’t try to 

[TURN TO PAGE 59, PLEASE] 
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they/rate top billing 


ouduodl 


Designed by PALTER /*DE LISO 


“First with the new” isn’t just an 
advertising phrase—it’s a fact that is 
confirmed on sight when you see the 
inspiring collection of originations for 
Fall by De Liso Debs. 


HOTEL COMMODORE 
ROOMS 750 + 752 + 754 


| Samuels Shoe Co. 7 St. Louis, Mo. 


“ 


.-. those companions in 
fashion leadership will be 
on display in 

ROOM 756 


Lennox Mfg. Co. 7 St. Louis 












































MS OONNNAANLLY UHH 


Ait ANNASUAQUOUAA ON: HUOUd dad nA iANONNU ANNEAL 





HiNisidh mn int HY " peyernreynereenneneg ent 
i i i i i 
st ee II IT TT TT TT aa 








“al 















BOOT ann SHOE RECORDER, April 26, 1941 


Visit Our Display Rooms, 603 and 605 ® Hotel Commodore, New York, May 11, 12, 13 & 14 





Caveat Emptor 


They know that when they do 
business with the Vitality Shoe 
Company they éet full, honest 
value... quality footwear manufac- 
tured in accordance with the high- 
est, strictest standards of the in- 


In days of old, the market place of 
ancient Bagdad bustled with activ- 
ity. Buyers came from far and 
wide. And sellers reaped a harvest. 


Yet over the gateway of the city’s 
marts the warning, “Caveat Emp- 
tor ...let the buyer beware... greeted 


those who entered. 


One big factor in the success of 
Vitality shoes since their introduc- 
tion a few short years ago is the 
confidence with which dealers fea- 
ture this popular footwear. For Vi- 
tality dealers know that the spirit of 
“Caveat Emptor” has never tainted 
the name Vitality—and never will! 


dustry. 


Right now Vitality representatives 
are “in the field” with a new line 
of Vitality shoes for fall .. . fashion- 
right footwear that is smarter, 


more authentic than ever. 


So look for the Vitality represent- 
ative when he visits your city. 
“Caveat Emptor” is not in his vo- 


cabulary! 


SHOES 


Made by America’s Largest Shoemakers 


VITALITY SHOE COMPANY, Division of International Shoe Co., ST. LOUIS, MO. 
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Fashion is seen marching down new 
and untrodden paths of smartness in 
the introduction of Tweedies’ line for 
Fall 1941. The initial showing will 
stimulate the style perception of the 
industry’s most astute shoe merchan- 
disers. 


TWEEDIE FOOTWEAR CORPORATION 
JEFFERSON CITY, MISSOURI 


ALLURING FOOTWEAR 





CHOICE SHOES FOR YOUR CHOICE CUSTOMERS 





THE St. Louis manufacturers of style footwear, in 
raising the curtain on their Fall, 1941, lines at New 
York, May 11-14, will stage their third seasonal 
opening under the official sponsorship of the aggres- 
sive St. Louis Shoe Manufacturers’ Association. As 
usual, plans have been carefully worked out and 
hotel arrangements completed with characteristic effi- 
ciency. Leading manufacturers of shoes in other 
producing centers than St. Louis have been invited 
to open their lines at the Commodore. Many have 
accepted. 

With each season this showing by St. Louis, a high 
style producing area, takes on new interest. Manu- 
facturers here, while not overlooking the fundamental 
factors of fit and quality, are sufficiently keen mer- 
chandisers to realize fully that style today is of top 
importance in the sale of a pair of shoes. Their 
factory organizations, therefore, have been shifted 
and rearranged so that the style department functions 
in tune with present-day customer demand. This 

[TURN TO PAGE 50, PLEASE] 
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IMPORTANT 


(Effective with 


All Queen Quality 


New high style, new designs, new 
new Queen Quality line, comprising 


DIVISION: 


New set-up means one grade and 
one retail price for the lovelier 
QUEEN QUALITY SHOES 


One of the most famous names in footwear 
now more than ever establishes itself in the 


forefront as one of America's greatest shoe 
values. Now, for the first time in its history, 


the entire Queen Quality line is put within 
the spending range of every woman in the 
vast $6.75* market. 


Think of what this means to you, Mr. Dealer. 
New customers, new selling opportunities, a 


new story to tell those thousands upon thou- 


sands of women who know and respect the 


Queen Quality name. 


The Queen Quality advertising for fall is in 
line with this new price policy and, of 
course, will stress the new price to the 
consumer. A whole set of colorful promo- 
tional material is now being prepared and 
will be ready for you well in advance of the 
fall selling season. 


The Queen Quality representatives are now 
on their territories. Plan on making your store 
headquarters this season for one of the finest 
lines ever designed ... the new Queen Quality 
Shoes with their wealth of exquisite detail, 
traditional quality, and brilliant, up-to-the- 
minute styling. 


*SLIGHTLY HIGHER WEST OF DENVER 


Queen Quality Wholesale Prices: $3.75 and $3.90; Welt Shoes $3.85 and $4.00 


QUEEN QUALITY SHOE COMPANY 


INTERNATIONAL SHOE COMPANY: SAINT LOUIS 
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NOTICE!!! 


Fall Shipments) 


Shoes Now $6.75 (rus 


materials are added features of this 
an array of over 225 different styles 





YOUTH 
Chic voguish lines in 
keeping with the 
modern style trend. 


BEAUTY 
New eye-appeal with 
smart touches of 
sophisticated glamour. 


ae “weet a 
Z 4) 
et uatlutyy) % 
- A 


—_——_— 


Ss. = SHOES sid 


Write or Wire to find out if a Queen Quality 
Agency is available in your city 





FLASH! 


See the 
New Queen Quality 
HOTEL COMMODORE 
NEW YORK CITY 
MAY llth, 12th, 
13th and 14th 


Rooms 736-740 





QUALITY 


All the time-honored 
craftsmanship of the 
Queen Quality name. 











Left—A low-heeled stepin borrows 
detailing from higher heel versions “(\ 
r—The popular monk type |, 
adapted to pootmaker finish, harnes* 
stitching and military interpreta- 

Right—Tailored stepin 
with rows i 


leling the 




















Sates des 











hed bow is 


Left—A severely tailored stite i 
terest of this asymmetric 


the center of im 
| stepin wi ici 
| ter—An ue 
walking 

pinding 4” 


er insert 


ular plucher; 


f ti new version e ever-poP 
Right—Flap-ove! tongue a os | 


| 
shown on 4 Jow-heeled pump, center gore; | 
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Left—The trimmed 


Pump is seen in a ne 
Fall version 


with attractive 
folded throat treatment and interesting 
stitching detail on the vamp; Center—An 
elasticized Pump with D’Orsay line fea. 
tures a looped flyaway bow in the 
area for added interest : Right 
sized Punchings and bow-an 
tail are shown in an 


a 
looped and 


vamp 
Large 
d-w indow-de- 
elasticized stepin with 
all Promotion. 


new high line for F 
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THAT Yashion-Fresh Voor 


May 11° 12-13-14 
at the 


NEW YORK SHOW 


See 
§ Fethion- Froth 
Life-Stride Shoes 


¢ COMMODORE HOTEL 
Rooms 840-842-844 


---ls One of the Reasons Why Life-Stride 
Shoes are Going Full Stride Ahead in the 
Women’s Nationally Advertised *5 Range 


Starting with that first requisite for stand-out success 
..-“Fashion-Fresh” styling . . . Life-Stride Shoes follow 
through with a complete program of promotion: 
national advertising, cooperative retail advertising, 
direct mail, window and departmental displays. 


Ingeniously concealed features add a comfort story 
to the “Fashion-Fresh” style theme. It all adds up 
to this: Where there’s Life-Stride, there’s sales life! 


A complete selection of $ 
Fall styles... with in-stoc 5 


service to retail at... . 
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“BRING THIS TREMENDOUS WHITE | < 


TO YOUR STORE! 


A GREAT WHITE WAVE OF NATIONAL MAGAZINES § ~ 
A APPEARING IN TEN LEADING WOMEN’S MAGAZINES ) 

\ THAT WILL BE SEEN BY MORE THAN FIFTEEN 
és MILLION WOMEN! TEN TIMELY FULL PAGE ADS 













This WHITE CAMPAIGN immediately following a most 
successful spring 1941 campaign will unquestionably 
be the greatest selling force ever placed behind a 
line 6f white style shoes to retail profitably at $3 
to $5! Leading stylists and fashion authorities pre- 
dict the BIGGEST WHITE SEASON IN YEARS...and the 
dealer who features PARIS FASHION and CONNIES, 
AMERICA’S GREAT LINE OF STYLE SHOES, is going 
to reap the benefits from this TREMENDOUS and 
TIMELY MAGAZINE CAMPAIGN! 














featuring 


ky 
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May 11-14 


(ran (Se 


change has come about gradually, but it is nonetheless 
obvious. Modern St. Louis factories have designers and 
style men who are highly paid specialists in fashion 
coordination. Their departments are veritable testing 
laboratories of style genius and fashion inspiration. 


A survey of what these St. Louis stylists are putting 
into their new women’s lines for Fall points to a degree 
of restraint in design as against last season. The general 
tendency is toward. plainer, smoother, prettier shoes 
The first and foremost thought is on the silhouette, 
with simplicity the keynote in pattern treatment. This 
is particularly so in the high-grade lines. While all St. 
Louis designers admit that the military influence is a 
factor in the Fall picture, they do not feel it to be the 
only fresh influence. This means that there will be no 
riot of chevrons, stripes and stars on women’s shoes. 
But a lot depends on what one means by the military 
influence in women’s styles. Plain smooth leather shoes 
with a buckle sabot strap, antique finish, harness stitch- 
ing and bold treatments in general are all apparently 
considered a part of this influence. 


Just as has been the case during the Spring season, the 
first point of interest in design still centers around the 
top front of the shoe. Heel and sole lines are stabilized, 
while the bow-pump era continues in a big way. Yet 
there is already a perceptible feeling among designers 
indicating that women are ready for something a little 


Un St Louis 


[ CONTINUED FROM PAGE 41] 


different, perhaps in the form of new detail worked 
into the shoe. However, it has been seen that the bow- 
pump with its flattering effect has had a tremendous 
acceptance so it will carry through for Fall in many 
versions. Yet step-ins and ties are definitely in the 
picture. 


Wine black will hold first place as a color in the 
first Fall lines, it can be said with safety that this will 
be the most colorful Fall season we have seen for many 
years. Brown in all shades from Rico brown to golden 
tobacco will come in for a much stronger play than 
last year. 


Elasticized shoes continue to prevail in a most domi- 
nant way in all the new St. Louis lines. The easy fitting 
value in this method of upper construction is so widely 
recognized that it has become a permanent factor in 
styling. 

The plateau last is very strong for Fall. These walled, 
square toe and bump toe effects have a tendency to 
make the foot look shorter and that is what the woman 
wants. 


Harness stitching is to be widely used in detailing. 
Antiquing promises to be extremely popular. Open toes 
remain very strong in dressy types. A careful check of 
the new lines places open toes at 80 per cent in dressy 
types and about 20 per cent in the tailored and utility 
types. This covers only the light soled style lines. 
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PREPARBUN EO 


Use Foor-Fasnios for your Bia Guss’ 


Stock No. 5773 

FOOT-FASHION MELLO-STRIDE 

Antique Brown Calf, Welt, Single Sole, 

Leather Heel, NORMAN Last. 

AA 8-12,A & B 7-12,C & D6-12 Stock No. 57087 


FOOT-FASHION MELLO-STRIDE 
Antique Brown Calf, Welt, Leather 
Lined Throughout, Full Double Sole, 
Y% Rubber Heel, BRADY Last. 

A&G B7-12,C & D 6-12 


REPAREDNESS, as interpreted in retail 
shoe terms, means carrying in stock a de- 
sirable style in the correct size at an appeal- 
ing price. ..when your customer is ready to buy! 


Prepare now for meeting the style, size and price 
requirements of your customer by seeing and buy- 
ing from the line of Foot-Fashion fine shoes for men. 
The Mello-Stride feature is a winner. 


The two styles shown, are available for delivery July 10 to 20. 
©@ post card will bring our saleaman to your ator. 


Vy 
FRIEDAAR-SHELBY Vance 


ee oe, P-w On, Pv. y Sees ot OF an & OF 


MELLO ~STRIDE 
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LOUIS SHOE MANUFACTURERS ASSOCIATION 


rt © ST STREET, ST. LOUIS, MO. ° A.-M. BURTON, Secy-Mgr 





SEE THESE 


CREATORS OF 


{aX \edhwean ohio 


Wut 
a6 | 


~-*™( tmmodore-New ork 


MAY lith to 1L4th, 1941 


Room 


Air Step Shoes 
St. Louis, Mo. 

Air-Tred Shoes, Inc. 
Auburn, Maine 

Barrett Shoe Company 
Frankfort, Ky. 

Blue Ribbon Shoemakers 
St. Louis, Mo. 

Boot & Shoe Recorder 
New York 

Boyd-Welsh, Incorporated .... 
St. Louis, Mo. 

Brauer Bros. Shoe Company. ... 
St. Louis, Mo. 

Brown Shoe Company .... 

Sport Welts 
St. Louis, Mo. 

Burton, A. M. .. See 

St. Louis Shoe Manufacturers Ass'n. 
St. Louis, Mo. 

California Shoes, Ltd. 
Los Angeles, Calif. 

Carlisle Shoe Company 
Carlisle, Pa. 

Carmo Shoe Manufacturing Co. 
St. Louis, Mo. 

Cobblers, Inc. ..... 
Los Angeles, Calif. 

College Hill Sport Welts 
St. Louis, Mo. 

Connolly Shoe Company 
Stillwater, Minn. 

De Liso Debs 
St. Louis, Mo. 

Dei-Nor Shoes 
St. Louis, Mo. 

Walker T. Dickerson Company 
Columbus, O. 

Dominion Shoe Company 
Nashville, Tenn. 

Dorothy Dodd Shoe Company 
St. Louis, Mo. 

Edgewood Shoe Factories 
Atlanta, Ga. 

Edgewood Welts 
Atlanta, Ga. 

Fairchild Publications 
New York 

Fanchon Shoes ..... 
St. Louis, Mo. 

Fashion “Plate Shoes 
St. Louis, Mo. 

Florsheim Shoe Company 
Chicago, Ill. 

Foot Rest Shoe .__.. 
Cincinnati, Ohio 

Forest Park Shoe Company . 
St. Louis, Mo. . ‘ 

General Shoe Corporation 
Atlanta, Ga. 

Gregory & Read Company 
Lynn, Mass. 


734 
916-918-920 
606-608-674 


. 806-808-874 
. 742-744-746 


. .907 


773 


900-902 
930-932-934 
705-707 
..718 


80! 
750-752-754 
. . 705-707 
906 

. .722-724 

. 736-738-740 


Room 
Hamilton, Scheu & Walsh Shoe Co. 
800-802-804 
St. Louis, Mo. 
Hoolygan Kicks 
St. Louis, Mo. 
Hug-Tite Footwear 
Cincinnati, Ohio 
Huiskamp Brothers Company 
Keokuk, la. 
Jefferson Shoe Company .942-944-946-948-952 
St. Louis, Mo. , 
Johansen Bros. Shoe Company 
644-646-648-652-654 


816-836-838 
. 832-834 


616 


St. Louis, Mo. 

Johnson, Stephens & Shinkle 
St. Louis, Mo. 

Juvenile Shoe Corporation of America 
St. Louis, Mo. 

Kane, Dunham & Kraus, Inc. 
St. Louis, Mo. 

Geo. E. Keith Company. 
Brockton, Mass. 

Knomark Manufacturing Co., Inc. 
Brooklyn, N. Y. 

Krippendorf-Dittmann Company 
Cincinnati, Ohio 

Lastex Shoe Materials 
New York 

Lazy Bones Shoes 
St. Louis, Mo. 

Lennox Bags 
St. Louis, Mo. 

Life Stride Shoes 
St. Louis, Mo. 

Magic Stride Shoes 
Lynn, Mass. 

L. V. Marks & Sons Co. ......... 
Cincinnati, Ohio 

The Cherles Meis Shoe Manufacturing Co. 

832-834 


638-640 
637 

. .739-741 
.803-805-807-875 


772 


903 
972 


Cincinnati, Ohio 
Metropolitan Shoemakers, Inc. 
Chicago, Ill. 
Frank C. Meyer Co., Inc. 
St. Louis, Mo. 
Milius Shoe Company 
840-842-844-846-848-850-852-854-856 
St. Lewis, Mo. 
Miliusway Shoes 
St. Louis, Mo. 
P. W. Minor & Son, Inc. 
Batavia, N. Y. 
Mound City Shoe Company 
St. Louis, Mo. 
Naturalizer Shoes 
St. Louis, Mo. 
Paradise Shoes 
St. Louis, Mo. 
Paramount Shoe Mfg. Company. 
St. Louis, Mo. 
Peacock Shoes 
St. Louis, Mo. 


908 
872 


852-854-856 
716 

841-843 

. 606-608-674 
742-744-746 
816-836-838 
806-808-874 


Room 


Pennant Shoe Company. .942-946-950-952-954 
St. Louis, Mo. 
Penaljo Play Shoes 
St. Louis, Mo. 
Physical Culture Shoe Company 
943-945-947-949 
Division The Selby Shoe Company 
Portsmouth, O. 
Quality Shoe Dressings 
Brooklyn, N. Y. 
Queen Quality Shoe Company 
St. Louis, Mo. 
Republic Shoe Company 
Atlanta, Ga, 
Rhythm Step Shoes 
St. Louis, Mo. 
Rice-O'Neill Shoe Company 
St. Louis, Mo. 
Roth, Rauh & Heckel, Inc. 
Cincinnati, O. 
St. Louis Shoe Manufacturers Ass'n. 
A. M. Burton, Sec'y. 
St. Louis, Mo. 
Samuels Shoe Company 
St. Louis, Mo. 
Sewanee Shoe Company 
Atlanta, Ga. 
Sewanee Style Shoes 
Atlanta, Ga. 
Shoe Cartons 
St. Louis, Mo. 
Smartaire Footwear 
St. Louis, Mo. 
Spalsbury Steis Deevers Shoe Company 
St. Louis, Mo. : 
H. & M. Springer 
New York 
Sport Specialty Shoemakers, Inc. 
St. Louis, Mo. 
Tango Pumps 
St. Louis, Mo. 
Treadeasy Shoes 
Batovia, N. Y. 
Trip-A-Long Styles 
St. Louis, Mo. 
Tru-Poise Shoes 
Portsmouth, O. 
Tweedie Footwear Corporation 
Jefferson City, Mo. .. 
Universal Shoe Manufacturing Company 904 
Lynchburg, Va. 
Alfred Vamos Company 
New York 
Vitality Shoe Company 
St. Louis, Mo. 
Walk-Over Shoes 
Brockton, Mass. 
Women's Wear Daily 
New -York 
Wolff-Tober Shoe Manufacturing Company 
700-701 -702-703 


800-802-804 


772 
736-738-740 
.901 

638 

600-60 | 
938-940 


773 


750-752-754-756 
936 

936 

872 
846-848-850 

708 
718 
905 
742-744-746 
716 

607 

947-949 


704-706 


672 

603-605-765 
675-803-805-807 
775 


St. Louis, Mo. 
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$5.00 PRIZE-WINNING 


Pet Peeves 


OF SHOE SALESMEN 


Submitted by: Mr. Ray Thompson 
Porteous, Mitchell and Braun Co., Portiand, Maine 


J. The customer who brings a friend and then talks about every- 


thing under the sun—except shoes! This breed of dawdler is a 
double peeve when other customers are waiting to be served. 


2. But if the worn-out salesman gets a chance to point out 
Scuffless ““Pyraheel,” they usually stop, look, listen—and the sale 


moves quicker. 


You can avoid complaints by specifying 
Du Pont Scuffless “Pyrah 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 


and is used by almost all manufacturers. 


” plastic heel 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your neat order. 





HOW TO WIN $5.00 











Salon Design in a 
Family Store 
[CONTINUED FROM PAGE 21] 


number of specially styled shoes in the 
lower heel grouping. The arch depart- 
ment is particularly outstanding since 
it also offers the services of a chiropo- 
dist, who advises on fitting problems. 
A completely equipped chiropodist’s 
office has also been added to the store. 

The Blitz store has a long reputation 
in selling and fitting of children’s shoes, 
a reputation which should become even 
greater judging by the new children’s 
department. This has been designed in 
circular form, with a circular bench in 
the center, and seats along the side. 
The room is done in attractive pastels 
with colorful children’s pictures on the 
walls. 

A large accessories section forms the 
center of the store, one part being given 
over to women’s hose and accessories 
and the other to children’s. A large 
stock of children’s hosiery and handbags 
is carried. 

Window treatment has been given 
special attention, since the remodeling 
included installation of a new front. 
The largest window is given over to 
women’s shoes, with each division of 
the line given a special section. There 
is also a whole window devoted to 
children’s shoes and an entire one to 
men’s. 


E. P. Reed Salesmen Meet 


ROCHESTER, N. Y.—Salesmen from 
all parts of the country who represent 
E. P. Reed & Co., makers of footwear 
for the women, have been in Rochester 
during the past week attending the 
semi-annual sales conference and look- 
ing over the new Fall samples before 
taking them out on the road. 

The conference opened April 23 with 
a program continuing the remainder 
of the week. With all departments of 
the plant busy and the prospect for 
many new orders soon to follow, offi- 
cials of the company look confidently to 
the future months. 


Developed for 
Bootmaker Finish 


New YorkK—The Ohio Leather Com- 
pany has developed a new dull-finished 
leather, designed especially for an- 
tiquing, according to Miss Doris Beech- 
man, style authority for the Company. 
It is called “Softex” and is said to be 
equally suited to elasticized and un- 
elasticized treatments. The rich tone 
of the leather gives it a natural beauty. 
It was created to meet the need for a 
very soft leather and is obtainable in 
three weights—light, medium and 
heavy, in all colors. Pampas Brown. 
taken from a successful color in men’s 
leathers, is expected to do unusually 
well, according to Miss Beechman, be- 
cause of its rich customized look. 
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FALL 1941 


SUPER CRUSHED KID GLAZED KID 
Rico Brown 25* Rico Brown 25* 
Bluejacket 88 Bluejacket 88 


Golden Blonde 66* Keane Wee <7" 
Black Golden Tobacco 28* 


SUPER SUEDE Airway Blue 87 
Black American Tan 19* 


India Brown 74* 


*Designates colors which effectively Antique, Stain, Polish for a New Look for 
Fall 1941. 


McNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 





BOOT ann SHOE RECORDER, April 26, 194) 


“Thumbs Up” 
No. 731 
We named it “Thumbs Up" because as the Valiant modeled by 
British say, "It can't be beaten" where the demand is LOUIS 
for the new wider BROGUE types. It is a Fine Fitter and WHEELER 
SMART OF LINE. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 


{ KRENTLER BROS. CO., ST. LOUIS 
OTHER MEN'S PLANTS ) KRENTLER BROS. CO. MILWAUKEE 
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THIS WEEK 


IN THE SHOE TRADE 


syd ENT 


1941 News 


Saturday, April 26, National 





Miami Forecasts the Summer Trend McMahon to Style Brown Line 





Reports from Resort Shops at Close of Season Give Indications 
of Best-Selling Footwear for Months Ahead 
Throughout Country 


MIAMI BEACH, FLa.—With the Win- 
ter resort season drawing to a close, 
highlights of shoe business on Lincoln 
Avenue for the past several months is 
a pretty sure barometer of what is 
going to be the best liked shoes 
throughout the nation during the com- 
ing season. The favorites in the higher 
priced bracket will be followed by a 
reproduction in the lower priced lines. 
Fabric, type and color as sold on Lin- 
coln Road, is important. 

It has been a season of splendid 
color, not the sentimental weak pastels, 
but the more exhilarating old cathedral 
colors and gay brilliancy of our Latin- 
American neighbors. And the color has 
been reflected in the type shoe; valiant 
colors call for a shoe far from the mod- 
est, simple style of the Victorian era. 
Shops like Delman’s, Jay Thorpe, 
Minna Lee, Sarah Weinstock and 
others report that red has been very 
smart; a bright red with a deep tone 
that blends well with other shades. A 
red that may be worn with white, black, 
navy or yellow and look well in each 
combination. A red shoe adds the 
needed touch to a patriotic ensemble, 
something quite important this season. 
Blue is another good color and yellow 
has been outstanding. Burdine’s re- 
ports this to have been a leader. Beige 
has been selling well, several of the 
shoemen say “watch it carefully.” No 
one talks about green, but rust has 
been mentioned. 

White and brown has been the 
leader; a compilation of reports from 
the Road shops indicates that 25 per 
cent of the entire resort volume has 
been in this two-tone. The word 
“brown” is all inclusive; some shops 


say their best number has been tan; 
another says it is the important Java 
shade combined with a vibrant cream 
color, and this has been promoted as 
“coffee ’n’ cream.” The I. H. Miller 
shop has introduced “Copper Kettle,” 
Cobblers’ tan, Golden Havana and Alli- 
gator beige. 

White and blue combinations have 
also been good; this has run to between 
15 and 20 per cent of total volume, and 
most of the shoe men place it second 
on the list of color combinations. 

It has not been a strong white sea- 
son. By that we mean the percentage 
of all white shoe business has not been 
as high as is generally the case. Thirty 
to 40 per cent covers the all-white shoe 
sales. 

In types the pump has been far in 
the lead. Step-ins have not been far 
behind. White sandals continue to be 
active and the oxford is gaining in 
importance. Shoes, whether pumps or 
step-ins have to be decorative. Del- 
man’s has introduced some popular 
“pretty” models this season that were 
well received. Featured were such as 
a turban trim, a wee twisted turban 
on the vamp; a miniature sailor hat of 
the same material as the shoe; raffia 
flower embroidery in colors; tucks, 
bands and bows. I. Miller did a lot 
with simulated buckles and flat bows; 
with lover’s know treatment of soft 
leather and with draped effects. Bur- 
dine’s did well with coin-sized applique 
of suede on vinylite; with full rosettes 
of perforated suede; multicolored bead 
embroidery and lizard trim. Saks’ had 
some excellent numbers with white 
patent perforated trim. 

[TuRN TO Pace 59, PLEASE] 


St. Louis, Mo.—Arthur J. McMahon 
recently became associated with the 
Brown Shoe Company, where he will 
devote his time to styling and promot- 
ing that company’s line of Odette shoes. 


ARTHUR J. McMAHON 


Mr. McMahon was formerly with the 
James Shoe Mfg. Company, of Mil- 
waukee, for eleven years. During the 
last four years he was in charge of 
styling and sales. 

Brown Shoe Company officials state 
that their plan is to make the Odette 
line an even bigger factor than ever 
before in its field through an aggres- 
sive campaign of style and promotion. 


Florsheim Announces New 
Women’s Division Manager 

Cuicaco, Itu.—Harry Benningson, 
well-known shoe man from the Coast, 
has recently become connected with 
the Florsheim Shoe Company as gen- 
eral sales manager of the women’s divi- 
sion, according to an announcement by 
C. G. Hershman, of the company. 
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ORIGINALITY of today’s style 
leaders calls for maximum versatility 
in machinery. The shoes illustrated 
are four timely examples of modern 
footwear which are being success- 
fully and economically manufactured 

on (/C Cement Sole Attaching 

Equipment. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Practical Pointers on 
How to Sell Shoes 


[CONTINUED FROM PAGE 36] 


sell them shoes. They have a sixth 
sense which tells them whether they are 
liked or disliked and their reaction is 
either devilish or angelic. 

You may not be able to make a horse 
drink after leading him to water but 
you can sell children. They crave at- 
tention, love salesmanship; an appeal to 
their imagination and “ma ” judg- 
ment will sway them to your will. 

They like to be treated as grown-ups 
and they take a great pride in making 
(at your suggestion) their own deci- 
sions. On your sales presentation to 
the child rests your ability to win both 
child and parent to your standard. The 
more attention you pay the child, the 
more you please the parent and the 
more surely will your fitting decision 
be accepted. 

A child wants a thing badly because 
it has been sold to him through appear- 
ance, feeling, imagination or sugges- 
tion. He not only wants a bicycle but 
he wants a certain type of bicycle. Per- 
haps he has seen a shoe on a school- 
mate that he envies and he must have 
one like it. It is our job to make him 
want this shoe more than he wants the 
other. Properly presented, he will 
quickly grasp the fact that this shoe 
will make him the envy of the other 
boy. This is a newer, more desirable 
shoe and therefore the shoe that he will 
want. Children are absorbed in learn- 
ing something new each day—in doing 
something better than their playmates 
do it—their minds are growing, develop- 
ing, reaching out always for something 
new. They are vividly susceptible to 
grown-up salesmanship. 

Use this grasping imaginative desire 
to help you fit children better. 


Miami Forecasts the 
Summer Trend 
[CONTINUED FROM PAGE 57] 


Sandals are still very much in the 
picture, but have given first place to 
pumps and step-ins. Open toes are 
active, with a definite smaller opening. 
Heel-less sandals have not been selling 
so well. 

In materials, soft kid has been very 
well liked; it drapes, tucks, folds and 
fits the foot like a glove. Saks’ intro- 
duced a “Glastique” fabric that was 
smart, particularly when combined 
with patent. Burdine’s highlighted 
plastic combined with suede, and had 
a wide range of colors and combina- 
tions. Twenty different colors were 
offered and combinations without end. 
Reptile has never been so important 
and never before shown in so many 
colors. Suede has met with high ap- 
proval. Gabardine is selling well and 
the I. Miller shdp has some excellent 
models in blue calf and matching gab- 
ardine; also brown calf and brown 
gabardine. Calf has been used in strap 





ELLING STANDARD 


Jet Bor, 


“Vassar” as 
adopted by 
WOLFF TOBER 





sandals and makes a good sports shoe. 
Alligator oxfords in two-tone combina- 
tion is liked by the woman wanting 
something for wear with the popular 
tailored suit of the season. 

Not many prints have been selling, 
although they are still in the picture. 
Plaids and stripes are both good. Nat- 
ural linen is reported by some shoe 
men to be excellent; this takes a deco- 
rative motif of different kinds—raffia 
or silk thread hand embroidery is best 
liked. 

Unborn calf has had a wide accep- 
tance, particularly for sports pumps. 
“Piebald Pony” skin, Delman calls it. 
It makes a lovely unique brown and 


white combination. Burdine’s did a 
nice business in mesh shoes with kid 
binding and trim. They were liked in 
red, white and blue combination and 
were available in a number of different 
colors— pink and blue, brown and 
white, white and red, yellow and green 
or red with multi stripes. 

All shoe men say that the patriotic 
red, white and blue shoe has been 
active. Old glory red, red heartbeat, 
navy or flag blue—combined with 
white. 

Most of the special shoes have match- 
ing bags—a most important combina- 
tion for the smartly dressed woman of 
the 1941 resort season. 
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Innersoles 





When the shoes start losing ground, 
Newflex STILL is good and sound. 





NEWFLEX PIGSHKIN 


Storm Rubbers 


PARA mount RUBBER 


IN BRAZIL: GALOCHA MODERNA 
MADE OF THE FINEST PARA RUBBER 
Light—DURABLE 
Streamlined 





Perspiration-Proot 
Vulcanized in one piece 
te pocket size 
‘Sizes: Small, Medium, 
Large 
Fit one size up and down 
Easy to Merchandise 
Immediate Delivery 
$14.25 DOZ. F.O.8. PHILADELPHIA, PA. 
SUBJECT TO DISCOUNT. 
SAMPLE PAIRS POST-PAID $1.35 
U.S. AGENT: AK. MAURG, 1126 WIDENER BLOG.; PHILA, PA 











Color Gets Play in Chicago 
Store Promotion 


Cuicaco, ILt.—Deep red and deep 
green shoes were part of a colorful and 
unusual promotion by Carson-Pirie- 
Scott & Co. under a store-wide Straw- 
berry Festival. All State Street fash- 
ion windows were devoted to the pro- 
motion which showed a number of 
deep red dresses with shoes to match, 
given the name of “strawberry wine.” 
Deep green dresses and ensembles with 
shoes to match were given the name 
“strawberry leaf.” — 
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C, L. Hein Appointed 


Vitality General Manager 

St. Louis, Mo.—Vitality Shoe Com- 
pany, of St. Louis, held its semi-annual 
convention last week. The new Fall 
lines of women’s, men’s, boys’, and chil- 
dren’s shoes were introduced to the 
company’s seventeen territorial sales- 
men. A series of specially planned 
meetings were held at which merchan- 
dise and promotion plans were care- 
fully outlined and studied. 

On Monday night the company held 
a banquet and style review at the Hotel 
Statler, attended not oniy by the Sales- 
men and International officials, but also 
by a number of visiting Vitality deal- 
ers. On this occasion, A. B. Fletcher, 
vice-president and director of Inter- 
national Shoe Company, announced the 
appointment of C. L. Hein as general 
manager of Vitality, the office previ- 
ously held by Mr. Fletcher himself. Mr. 
Hein steps up from the position of 
sales manager. 

Mr. Hein’s appointment ~ follows 
closely upon his recent election to the 
office of president of the St. Louis Shoe 
Manufacturers’ Association. 

B. A. Gray, president of the Inter- 
national Shoe Co., addressed visitors 
and salesmen briefly and congratulated 
them on the biggest season in Vitality’s 
history. D. S. Stauffer, vice-president 
of International Shoe Co., discussed the 
leather market, and P. B. Jamison, also 
a vice-president of International, added 
a word of greeting and encouragement. 


Newstadt Leases Houston 
Department 


Houston, TexasS—The eighth New- 
stadt branch was opened recently in 
the South. It is located at Houston in 
The Alaskan. It was opened as~a de- 
partment of The Alaskan with Thomas 
H. Nelson, manager. It is a leased de- 
partment carrying a stock of high- 
styled women’s shoes with bags and 
other matching accessories. 

Three salesmen are employed, Mr. 
Nelson being the only one in the de- 
partment who is not a local man. Shoe 
prices range from $4.95 to $10.95 while 
the play shoe range is from $1.98 to 
$6.75. 

Three trade names for the Newstadt 
shoes are used to distinguish the price 
of the shoes. The department has been 
newly arranged with three display 
tables. 

Mr. Nelson has been with Newstadt 
for five years. The nine stores of the 
company operate in the South, particu- 
larly Louisiana and Texas. 


Changes Jobs 


Burra.o, N. Y.—Alfred Balduf, who 
has been associated with the U. 8S. 
Rubber Co, in Buffalo for the past 
fifteen years, is now western New York 
representative for the Buffalo Whole- 
sale Drygoods Co. 
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Feast KNOWN NAM 


MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Boston Golf Tournament 
on June 2 


Boston, Mass.—The Wollaston Golf 
Club has again been selected as the 
scene of the golf tournament held 
yearly by the Boston Boot and Shoe 
Club on the first day of the Boston 
Shoe Fair. This brings this year’s 
tournament on June 2, and already a 
large committee of shoe and leather 
men is working on arrangements to 
make it even more successful than it 
has been in past years. This committee, 
under the chairmanship of Frank C. 
Donovan, of the F. C. Donovan 
Leather Co., will have charge of all 
details including the collection of a 
splendid array of prizes for all five 
divisions into which contesting golfers 
will be divided—shoe buyers, shoe man- 
ufacturers, wholesalers, tanners and 
members of the aliied trades. As was 
the case last year, a complimentary 
lunch will be served at the club from 
11 a. m. until late in the afternoon. 

Members of the committee are: Fred 
Ahern, Bliss & Company; W. C. Con- 
nolly, Leas & McVitty; John E. 
Daniels, John E. Daniels Leather Co.; 
William E. Doyle, Doyle Shoe Com- 
pany; James T. Gormley, Day-Gormley 
Leather Co.; A. D. Knight, Shoe and 
Leather Reporter; Samuel M. Langer, 
Langer-Lippman Company; Francis B. 
Masterson, Hub Shoe Company; Mar- 
cus McWeeney, Kennedy Stores; John 
F. Murphy, Ohio Leather Corporation; 
Louis H. Salvage, Louis H. Salvage 
Shoe Co.; Gordon Scott, Boor AND 
Snore Recorper; Francis Shea, Bar- 
bour Welting Co.; William Slattery, 
Slattery Bros.,.Inc.; Eugene L.. Wy- 
man, United States Leather Co.; Max- 
well Field, Secretary, Boston Boot and 
Shoe Club. 
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Dayton Retailers Plan 
White Shoe Promotion 


DaYTON, OHI0O—At one of the larg- 
est meetings held in recent months, 
plans were completed by the Dayton 
Shoe Retailers Club on April 16 for 
the observance of Dayton White Shoe 
Week to be conducted during the week 
of May 4. Forty-two attended the din- 
ner meeting held in the Hotel Miami. 

Representatives from the Dayton 
Jaurnal-Herald and the Dayton Shop- 
ping News were present and pledged 
their whole-hearted cooperation, assur- 
ing the shoe men of adequate news- 
paper shoe promotion in addition to 
dealers’ advertisements to be published 
during the week. 

Special window display cards are to 
be used with royal blue and gold being 
the predominant colors. 

Stores using radio time have prom- 
ised to include reference to the Dayton 
White Shoe Week on their programs 
during the promotion. Lapel buttons 
with the wording—“This is Dayton 
White Shoe Week”—are to be worn by 
all shoe salespeople during the week. 

Decision was made by department 
heads and shoe store owners to hold 
special meetings of their sales staffs 
to impress the importance of the special 
promotional week. 

The special window display cards 
are to be sold only to those stores rep- 
resented at the club meeting, and those 
not attending will be unable to obtain 
them. The same will apply to the lapel 
buttons. 

At the May meeting of the Dayton 
Shoe Retailers’ Club, plans will be dis- 
cussed for the first picnic to be held 
by the members. It is expected picnic 
meetings will be held during June, July 
and August. 

Edward Blomquist, club president, 
presided and introduced several new 
local shoe men to the members. 


“Shoe-Mates” Hold 
Successful Party 


New YorkK—The Shoe-Mates, a new- 
ly-formed organization composed ex- 
clusively of young women employed in 
the shoe business in the Metropolitan 
New York area, held its second social 
function since its inception several 
months ago on Sunday, April 20. 

The affair was in the form of a Cock- 
tail Dansant, on Sunday afternoon from 
2:30 to 6 in the Belvedere Room of the 
Hotel Astor, New York. Leon West 
and his Bergettes provided music for 
the event and acted as an excellent 
host. Dance contests were held for the 
waltz and rhumba. Winners of the 
waltz contest were Miss Camille Cun- 
ningham and Ben Wolf, and of the 
rhumba contest, Miss Syd Krisdale and 
partner. A door prize was also award- 
ed to Sidney Shapiro. 

Living up to their expectations, the 
Shoe-Mates reported a splendid attend- 
ance of over 400 guests. In fact, the 


No. 317—White Elk and 
No. 56 Domoc, Unlined, 
Flexible Leather Sole 
and 10/8 Heel. 
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; " WITH AN A+ PROMOTION 


FOR YOUR COLLEGE TRADE 
W. L. KREIDER’S 


THIS will be a Ruggie Summer! 
They've bought and worn Nor- 
wegian Mocs, and they'll want 
something new and fresh for 
warmer days ahead. Ruggies are 
the bright idea, made-to-order for 
just such a promotion. They com- 
bine the best features of the classic 
saddle and Norwegian, and they're 
DIFFERENT enough to catch every 
girl's eye. Get aboard the Ruggies 
Band Wagon for early Summer 
profits . . . Write or wire your size 
runs today, or see RUGGIES at the 
NEW YORKER, ROOM 822, dur- 
ing the openings, MAY 12-14. 


IN STOCK 
FOR 
IMMEDIATE DELIVERY 


THE W. L. KREIDER’S SONS MFG, CO., INC. 
PALMYRA, PENNSYLVANIA 





girls did themselves proud, as the party 
was termed by all who attended, a most 
delightful and successful one. 


Industrial Stores Group 
Plans for Convention 


WASHINGTON, D. C.—Over 75 per cent 
of the available exhibit space has al- 
ready been assigned at the 15th annual 
convention of National Industrial 
Stores Association, to be held at Hotel 
William Penn, Pittsburgh, Pa., August 
18, 19 and 20. According to Hull Bron- 
son, executive secretary, the 1941 Mer- 
chandise Exposition, a feature of the 
convention, is going to surpass all other 
annual Merchandise Expositions of past 


NISA conventions, in number of exhib- 
its and variety of merchandise to be 
shown. Nearly a hundred manufac- 
turers have already booked space and 
are making plans to contact a thousand 
or more industrial store buyers who 
will attend the annual meeting in Au- 
gust. The entire 17th floor of the Hotel 
William Penn has been set aside for a 
capacity showing of 154 exhibits. 


Werling Opens New 
Budget Shop 


NEWCASTLE, IND.—Carl Werling of 
Werling Shoe Stores, here, has recently 
opened a new budget shop at 1440 
Broad Street. 
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Easiephit Shoes for Busy Feet 
IN STOCK 
. hand turned, com- 
home 


No. 554 
Write for Catalog 
ABBOTT SHOE CO. No. Reading, Mass, 
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UPSTAIRS 
SHOE BUYERS 


samples to 


LOOO «chose trom 


M. K. WEIL SHOE co. 
1326 Washington Ave. St. Louis, Mo. 
“While in Town See Weil” 
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Many Exhibitors for Central States Fair 





| Active in the planning and organization of the Central States Shoe Fair are, left 
to right, seated: Curtis Johns, chairman of the entertainment committee; George 
Slater, secretary and treasurer; Roland E. Lips, general chairman; E. H. Dick- 


inson, chairman of the 


committee. 


Standing: Carl Verburg, vice-chair- 


program 
man, and Urban K. Allen, chairman of the publicity committee. 


Cuicaco, Itt.—Early registration 
for exhibit space on the part of shoe 
firms and early registration for hotel 
rooms on the part of visiting retailers 
is being urged by executive members 
of the Central States Shoe Fair, to be 
held at the Hotel Morrison, June 1, 2 
and 3, Roland E. Lips, convention 
chairman, reports that registrations 
are continuing to come in at an ac- 
celerated pace, not only from leading 
middle West firms, but from many 
Eastern ones as well. St. Louis firms 
are reported especially enthusiastic 


about the event, which is the first con- 
solidation of a number of Summer 
regional shows in this part of the 
country and also marks the first at- 
tempt in Chicago to bring retailer and 
traveler together at such a large scale 
showing. 

This show, sponsored by retailer and 
shoe traveler groups from six states, 
takes the place of Summer shows pre- 
viously held at Peoria, Grand Rapids 
and Milwaukee. A program to contain 
a schedule of events, list of exhibitors, 
etc., is now being organized. 





| Changes in Vitality 


Sales Force 


Str. Louis, Mo.—Changes in the Vi- 
tality sales force for the forthcoming 
season, announced during the com- 
pany’s sales convention last week, in- 
clude the transfer of R. D. Fletcher 
from the Mountain States to Eastern 
Pennsylvania, where he succeeds Larry 
O’Connor, deceased. E. D. Evans has 
been chosen to succeed Mr. Fletcher in 
the Mountain States with headquarters 
at Denver. Harry Summers has been 
called in from the road to join the in- 
side organization of International Shoe 
Company. His territory in western 
Pennsylvania has been filled by P. O. 
DeWitt. 

Following is a list of the Vitality 
sales force and their territories: M. P. 
Bringardner, Michigan, Indiana; J. R. 
Burriston, California; Park O. DeWitt, 
western Pennsylvania; E. J. Evans, 
Mountain States; R. C. Farrar, Texas; 
J. W. Field, Southern States; R. D. 
Fletcher, eastern Pennsylvania; W. J. 
Harney, Ohio; W. L. Jonakin, Virginia, 


Kentucky, West Virginia, Maryland; 
F. M. Keener, New England;.J. L. 
Locke, Southwestern States; J. G. 
Mazur, Iowa, Illinois; A. R. Moore, 
Minnesota, Wisconsin, North Dakota, 
South Dakota; W. M. O’Bryen, Mis- 
souri, Kansas, Oklahoma; J. C. 
Thomas, New York State; A. K. Um- 
phrey, Washington, Oregon, Idaho; M. 
A. Weiss, greater New York area. 


Bids Asked for Laces and 
Miscellaneous Footwear 


Boston, Mass.—Invitations to bid 
on a total of 2,058,000 pairs of shoe 
laces for use by the regular Army have 
been issued by the local Quartermaster 
Depot. These are divided into three 
lots. On April 25, bids were opened on 
one lot of 500,000 pairs of 40-inch 
brown cotton laces, and on 300,000 
pairs of brown cotton laces, 90 inches 
long. On April 28, bids will be opened 
on a single lot of 1,258,000 pairs of 
40-inch laces. 

Bids on miscellaneous assortments of 
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Give Spring Sales an added boost by 
stocking the Scanjun now! Available in 
models for both men and women. This 
style-note from Bass will be announced to 
your feminine customers in the May issue 
of Mademoiselle. True Moccasin construction 
. . . Slips on easily . . . can be worn 
anytime, anywhere. 

FOR WOMEN — three styles with leather soles, 
one with crepe soles. 
FOR MEN — tan 
leather soles. 

Order today and ask for our 
FREE catalog. G. H. Bass & 
Co., Dept. i. Wilton, Me. 


uppers, 


BASS SCANJUNS 


For Men and Women 








footwear and rubber boots were opened 
on April 22 and other bids are asked for 
April 29. On the former date the open- 
ing will be on 10,000 pairs of leather 
laced boots, moccasin, double-construc- 
tion type. On the latter date there will 
be two openings, the first on 50,004 
pairs of knee-height rubber boots; the 
second on 35,004 pairs of hip rubber 
boots. 


Dickerson Announces Service 


Dividend to Workers 


CoLumBus, OH!I0o—In a Good Friday 
Message which was posted on factory 
time clocks, Thursday, April 10, The 
Walker T. Dickerson Co., manufac- 
turers of women’s shoes, announced a 
“6 Per Cent Service Dividend” on com- 
pensation paid during the period be- 
tween Nov. 1, 1940, and April 30, 1941. 
The message signed by President 
Walker T. Dickerson, said in part: 

“At their last meeting our directors 
voted unanimously to pay a 6 Per Cent 
Service Dividend on May 16, to all 
direct piece workers and hourly time 
workers in our factory, based on the 
past six months’ wages. ‘To workers of 
these classifications the 6 Per Cent Ser- 
vice Dividend will be figured on the 
total amount of money paid to you dur- 
ing the period between Nov. 1, 1940, 
and April 30, 1941. 


“We are happy to have been success- 
ful in obtaining sufficient orders to 
afford you continuous employment for 
the past six months. While we have 
no definite knowledge of what the Fed- 
eral tax problem will be for the year 
1941, and no definite knowledge of the 
Government restrictions that will be 
placed upon our industry, we do believe 
however, if we continue to work to- 
gether in harmony during the remain- 
ing six months of this fiscal year end- 
ing Oct. 31, 1941, we can so plan our 
sales and production that you will enjoy 
the same continuous employment. We 
shall strive earnestly to obtain the same 
favorable results for the benefit of all 
of us at the close of the fiscal year— 
but with unsettled world conditions we 
cannot make this a definite promise. 

“While the world seems to haye gone 
‘cockeyed crazy,’ I am convinced if we, 
ourselves, will work with understanding 
and confidence in each other, we can, 
without a doubt, continue on success- 
fully as we have in the past.” 


New. Buyer at Filene’s 


Boston, Mass.— William Filene’s 
Sons Company announced recently that 
Howard Lannon, assistant buyer under 
A. W. Fish, has been appointed to buy 
all boys’, girls’ and infants’ shoes. Miss 
Helen Tangney, who formerly bought 
infants’ and girls’ shoes, has resigned. 


Covered Pacific Northwest 
For 18 Years 


MILWAUKEE, Wis.—Joe Gross, who is 
successfully representing the Huth & 
James Shoe Co., manufacturers of 
“Modern Miss” footwear, is widely 
known in the Pacific Northwest, hav- 
ing devoted all of his time during the 
past 18 years to that territory. 


JOSEPH GROSS 


Joe prides himself not only on the 
sales he manages to roll up right along, 
but also on the confidence his trade 
has in him. He has always endeavored 
to be constructive and helpful in work- 
ing with his accounts, and his many 
friends among the trade will attest 
to this. 
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You, too, can capitalize on the 
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shoes. 


| Write for illustrated booklet chock full 
| of useful hints on how to sell. more 


FLEXNAP lined shoes. 
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Mexican Huaraches 


This year, make extra sales 


with imported MEXICAN 
HUARACHES 


8 
Let 


ALL SIZES FOR MEN & WOMEN 


HANSA Trading Co. 522' 


LOW PRICES 


ifthAve.,.N_Y 








Centers Business in 
One Location 


CONNERSVILLE, IND.—Nate Newman 
has discontinued his Columbus shoe 
store and has moved the entire stock 
to the Connersville store. Bob Smith, 
manager, reports a’ considerable in- 
crease in sales since the consolidation. 
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New Design Studio 


New York—After two years of bus- 
iness, the design firm of Le Pall Shoe 
Fashions has been dissolved. Louis 
Levy, one of the partners, recently an- 
nounced the opening of his own firm 
under the name of Yvel. Associated 
with him as designer is Miss Marion 
Heinemann. Mr. Levy will style the 
models and handle the sales. The new 
firm will continue in the same offices at 
47 West 34th Street. Mr. Levy and Miss 
Heinemann predict that elasticized 
pumps with smart bow trimmings will 
be the number one pattern for Fall. 
They expect increased interest in 
smooth leather for tailored shoes. 


Installs Budget Shop 


Peru, INp.—One entire section of the 
shoe department in Senger’s Depart- 
ment Store, here, has been set aside as 
a budget shop. 


Boston Store Opened 
in New Location 


Boston, Mass.—Easter Week in Bos- 
ton saw the formal opening of the new 
J. L. Esart store at 292 Washington 
Street, in the Old South Building, to 
which location the business has been 
moved from 46 Boylston Street. The 
new store, much-larger and more mod- 
ern, is trimmed in walnut and walls 
are cream-colored. Indirect fluorescent 
lighting has been installed throughout 
the store. Mr. Esart plans to continue 
his policy of selling only one quality 
line for men and will carry on, also, 
his mail order business which he estab- 


IN STOLK PRE WELT S 


The greatest children's shoe selling 
Summer is just ahead. You can sell 
more and more with ELAM 
shoes—fastest instock service, too. 


540—Patent Leather 


542—White Elk Sizes 2/0 


Write for ELAM booklet—and contact the 
distributive center near your city or town. 


F.S. ELAM SHOE CO. 








lished several years ago and which has 
been very successful. 





Summer Companion Pieces 


Attractive companion pieces for Summer in fabric handbag with multi-color 
Indian trimming and smart wedge casual shoe with hooked laces. Both bag 


and shoe are made of Hayseed Linen . . . 


a combination of flax and cotton . . . 


a typical midwestern fabric and very American. It is the product of Thomas 
E. Collins & Company, converters. 
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Momper Registration Chair- 
man of Midwest Fair 


CINCINNATI, OHI0—Henry Momper 
is one of those men that you like the 
minute you meet—and go on liking 
more and more the longer you know. 
A soft-spoken, clever shoe man with a 
dry wit and quiet enthusiasm, he has 
played as important a part in the his- 
tory of the Midwest Shoe Fair as he 
plays in shoe retailing in Cincinnati. 


HENRY MOMPER 


His start in the shoe industry was 
one of those fortunate accidents that 
sometimes occur. Just a young man 
when he began as errand boy in a shoe 
store in Covington, Ky., across the 
river from Cincinnati, he soon started 
to sell shoes there and shortly after- 
ward came back across the river to 
continue selling for the Potter Shoe 
Co., in Cincinnati. His very obvious 
ability and interest soon won him a 
position at Rollman & Sons as mer- 
chandiser and buyer for all shoe de- 
partments and he continued to hold 
this position for fifteen years—leaving 
at that time to join the H. & S. Pogue 
organization. 

He is now and has been for the past 
10 years a buyer for the basement and 
budget departments at Pogue’s and his 
excellent record and figures there have 
been in keeping with his reputation as 
a top-notch shoeman. 

As chairman of the Registration 
Committee he oversees all activities in 
regard to the booth in the lobby of 
the Netherland Plaza Hotel during the 
convention and is in charge of the se- 
lection of the beautiful gifts that are 
given as registration prizes. Mr. Mom- 
per’s plans for the 1941 Fair are again 
new and interesting and his committee 
will-function as one of the most hard- 
working units behind the success of 
the Midwest Shoe Fair. 


Retailers Note Activity 
Of Defense, Money 


Dayton, On10o—Shoe sales in Day- 
ton during the ten days prior to Easter 
were exceptionally heavy, according to 


* Veriflexible Construction 
* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 
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dealer reports made known during the 
April 16 meeting of the Dayton Shoe 
Retailers’ Club. Some dealers indicated 
their sales were equal to 1929 levels. 

Dayton for several months running 
has been picked as one of the best spots 
in the United States for sales. Em- 
ployment figures are at an all-time 
high level, due primarily to national 
defense production being carried on in 
the city. Likewise, payrolls have hit 
a new high during the first quarter, 
surpassing a year ago. 

With General Motors Corporation 
completing its new plants for the pro- 
duction of airplane propellers and 
Army machine guns, some 5000 addi- 
tional workers are to be employed 


[FOOT REST FACTS} 


AKER 
Krippende rf 
FOOT REST 


Continuous advertising and customer satisfaction 
bring you profitable repeats. All under one roof, in 
Cincinnati, we specialize in one brand, one quality. 
We offer a complete stock department, with a shoe 
for every woman. Foot Rests are perfect for profit. 


THIS SHOE HAS EVERYTHING! 
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* Four-Spot Comfort 
* Smartest Styles 

* Markup 40% to 44% 
* Welts and Littleways 


* Quick Turnover 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 


within the next few months. Other in- 
dustrial firms are likewise making plant 
expansions which will create a further 
upward trend in payrolls. 

With such a prosperous condition ex- 
isting in this city, shoe dealers are re- 
ceiving their fair share of the national 
defense dollar in its turnover. 


Reopens Business 


Osace, Iowa—H. E. Durrenberger, 
who recently bought the R. G. Ander- 
son shoe store, here, and closed out the 
old stock, reopened at The Osage Boot- 
ery on April 2 with new Spring stock. 

U. B. Turnsworth of Boone is assist- 
ing in the store. 
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When the line is up for styling, 
Remember, Newflex keeps feet smiling. 





NEWFLEX PIGSKIN 


INNERSOLE NTER WELTING 


Soles and Heels 


i li ie ee 





THREE DISTINCT SOLES 
METAL FLEX EXTRA WEAR 
METAL FLEX SQUARE CORD 

METAL FLEX TU-TONE 
Ask for Samples 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 

















New Selling Policy for 
International Divisions 


Str. Louis, Mo.—A. B. Fletcher, vice- 
president of International Shoe Com- 
pany, announced last week a basic 
change in the selling policy of the Queen 
Quality and Dorothy Dodd divisions. 
Effective with the shipment of the new 
Fall shoes these lines will be priced to 
retail profitably at the one price of 
$6.75—slightly higher Denver West. 
This new setup means a one grade, 
one retail price line. 

The Queen Quality and Dorothy 
Dodd advertising plans for Fall are be- 
ing prepared in line with this new price 
policy and, of course, will stress the 
new price to the consumer. 

Mr. Fletcher states that this new 
policy will permit the company to pre- 
sent the strongest Queen Quality line 
in its history. Plans call for a decided 
expansion in styling as well as a very 
comprehensive in-stock program. 
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Obituaries 


George W. Milius 


Sr. Louis, Mo.—George W. Milius, 
86, president of the Milius Shoe Co., 
died in St. Louis of general infirmities 
on April 19. Memorial services were 
held at the Milius residence on Lindell 
Boulevard, Tuesday afternoon, April 
22. Rabbi Ferdinand Isserman offici- 
ated. Mr. Milius is survived by a son 


GEORGE W. MILIUS 


William Stix Milius, vice-president of 
Milius Shoe Co., and a daughter, Mrs. 
S. Mosenfelder, both of St. Louis. He 
is also survived by a brother Alex 
Milius of St. Louis and seven grand- 
children. 

Looked upon as one of the deans of 
the St. Louis shoe industry, George W. 
Milius was born in Cincinnati, May 7, 
1854. He received his early education 
in the Memphis, Tenn., schools. Al- 
though he started out in the business 
world as a news boy, it was not long 
before he entered the shoe industry as 
a traveling salesman in the southwest- 
ern states. From that time on he never 
left the shoe business. In 1890 he came 
to St. Louis and organized the Milius 
Boot & Shoe Manufacturing Company. 
In 1893 he consolidated his interests 
with the Werthheimer-Swartz Shoe Co. 
and served as vice-president. When 
this business was liquidated in 1914, 
Mr. Milius became a St. Louis sales 
agent for a number of tanners. In 1923 
he organized the present Milius Shoe 
Company. 

A liberal contributor to religious and 
charitable organizations, Mr. Milius 
was one of the original founders of 
Temple Israel of St. Louis. Upon the 
occasion of the fiftieth anniversary of 
this church, Mr. Milius had the honor 
of being among six of the original 
founders in attendance. A Mason for 
52 years, he was prominently associated 
with the order’s most important activi- 
ties. Mr. Milius was also an honorary 
director of the St. Louis Jewish Hos- 
pital. 

His passing will be mourned by a 
legion of friends in the shoe world. Al- 
though active in the affairs of the busi- 


ness right up to the last, in recent years 
he shifted to his son the heavier re- 
sponsibilities and thus devoted more 
time to recreation. 


Robert L. Whyte 


MONTREAL, CAN.—Signalman Robert 
Lyons Whyte, a former student of Iona 
School, Montreal, and son of Percy 
Whyte, buyer and manager of the 
footwear department of A. J. Freiman, 
Ltd., Ottawa department store, died 
in England as a result of injuries re- 
ceived in a motorcycle accident. 


Bob Roberts, Veteran 
Leather Man, Dies at 85 


DELAND, FLA.—R. E. Roberts, fa- 
miliarly and affectionately known for 
many years throughout the leather and 
shoe trades as Bob Roberts, died Sun- 
day, following a brief illness, aged 85 
years. Since his retirement some years 
ago, Mr. Roberts had made his home 
here, where he was visited frequently 
by friends and acquaintances in the 
shoe trade who came to Florida on va- 
cation trips. These visits were a source 
of keen delight to Mr. Reberts, who en- 
joyed keeping in touch through these 
personal contacts, with the industry to 
which he had devoted a lifetime. 

Mr. Roberts was best known to the 
trade through his connection with the 
well known tanning firm of Carl E. 
Schmidt Co., Detroit. He was a strong 
believer in the merchandising and pro- 
motion of leather direct to the retail 
shoe merchant at a time when this 
practice was much less generally fol- 
lowed than it is today. He believed in 
showmanship in selling and was one of 
the first to see the widespread pos- 
sibilities that lay in the promotion of 
color in leather and shoes. 

In addition to a keen business in- 
stinct that made him a natural born 
salesman, Mr. Roberts was endowed 
with a personality of rare charm, ‘and 
his friendly, affable disposition en- 
deared him to the many trade rep- 
resentatives with whom he came in con- 
tact. He was a familiar figure at con- 
ventions and trade gatherings twenty 
years ago, and he is remembered by ail 
who were engaged in the leather and 
shoe industries at that time. 





Newman Rejoins 
Lindgren’s Store 

SEATTLE, WASH. — Jack Newman, a 
veteran Seattle shoe man, has been 
welcomed back to shoe circles of Seattle. 
He has recently joined the personnel of 
Lindgren’s Foot-Fitter Shop, at 1307 
Fourth Ave., according to an announce- 
ment by Ben Lindgren, head of the 
store. 

About eight years ago Mr. Newman 
was a valued member of the Lindgren 
shoe shop, but left to accept a position 
with a foot appliance concern. 
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“Music with 
your Heels” 


If you Specify 





Left and Right Rabber Heels on 


all your customers’ shoe repairs 








They buy more of 
your shoes if they like 
‘em. They like ’em if 
they get plenty of 
comfort, style and 


wear 


I T S Left and Right 
Heels prolong all those 
qualities. No other heels 
have the scientific left and right pads that assure longer 
level wear, keep shoes treading level and avoid run-down 


corners. 


Popular with millions of users, I T S Heels—for all mem- 
bers of the family—are appreciated by your shoe customers. 
Specify I T S in your own or contract repair shop—they’re 


profitable customer builders. 








THE I-T-S CO., ELYRIA, 0. 


26 Years of Better Rubber Heels—Millions of Users 











BOATLOADS 
of HUARACHES 
por Summer Shoe Trade 


#+700A NATURAL TAN STEERHIDE 
SIZES and HALF SIZES 
CASE LOTS—36 Pairs 


Write for Hlustrated Leaflet showing other low and 
high heeled models from $1.30 pair, up. 


TERMS: 5% 20 days; net 30 
F.O.B. our N. Y. Warehouse 


FRED LEIGHTON 
129 FIFTH AVENUE 


1.40... 


NEW YORK 











Retailers Cash In 
On Army Demand 


ALBUQUERQUE, N. M.—As the result 
of a rapid expansion in the U. S. Army 
airport here, the military influence is 
being refiected very strongly in shoe 
demand, according to Pete Matteucci, 
head of The Paris Shoe Store here. 

“We're adding a wide variety of mili- 
tary styles for both men and women,” 
explains Mr. Matteucci. “In the wo- 
men’s line, there’s a very strong de- 
mand for side buckle straps and lower 
types of heels. And in the men’s line, 
side buckles and plain toes are rapidly 
coming to the front. We're also adding 
some moccasin types ranging in price 
from $5.50 to $8.75. 

“The military influence has been so 
strong down here that we’ve found it 
good business to capitalize on that 
theme in every possible way. In the 
windows, we’re constantly featuring 
military styles and using patriotic back- 
grounds. And even in the inside wall 
cases, we’re featuring military posters.” 


Brenner Appointed 
Assistant Shoe Manager 


CoLumBus, On10o—W. R. Brenner has 
been named assistant manager of the 
shoe departmerit of the Bradford-Husch 
Co., 88 North High St., Columbus, 
ladies’ apparel store. He has been in 
the shoe business for the past 12 years. 


Shoe Retailer Retires 


LAKE City, MiInn.— August Abra- 
ham, for nearly sixty years in the re- 
tail shoe business here, has retired. Mr. 
Abraham started as a clerk in a shoe 
store here in 1883. After a period of 
two years away from retailing, during 
which time he was a shoe traveler, he 
returned here in 1898 to reenter retail 
business with his father. Mr. Abraham 
operated the business alone, following 
his father’s death in 1899, until the 
present time. 


Baynham Store Modernized 
And Floor Space Doubled 


DayYTon, OHI0O—With approximately 
$20,000 being spent on modernization, 
the Baynham Shoe Store at First and 
Main Streets will expand its present 
facilities to approximately 5000 square 
feet, doubling its selling space. The 
expansion program calls for a complete 
reorganization of the present floor plan. 

In addition to a new store front, a 
new boys’ shoe department is to be 
installed. The women’s shoe depart- 
ment will remain in its present location 
and a department devoted exclusively 
to girls’ footwear is to be added. 

The men’s shoe department is to be 
moved into the quarters now occupied 
by the Trautman & Keve drug store. 
When the expansion program is com- 


pleted, the shoe store will be one of 
the largest complete shoe shops on 
street level in Dayton. 

A. L. Butterworth and M. H. Riggs 
are owners of the Baynham Shoe Com- 
pany. The firm was originally located 
on West Third Street, between Main 
and Ludlow Streets, moving to its 
present location several years ago. The 
present expansion program will be the 
third in less than five years. 

Riggs is a past president of the Day- 
ton Shoe Retailers’ Club, having served 
two terms. Butterworth was a member 
of the board of directors of the Dayton 
Retail Merchants’ Association, repre- 
senting the shoe group. 


Tacoma Store Modernized 


Tacoma, WasH. — Under recent 
change of management, the Hill Shoe 
Co. has undergone extensive moderniza- 
tion at 920 Broadway, here. F. E. 
Winans recently came to Tacoma as 
the store’s new manager, after more 
than 15 years with leading retailers ot 
the country, formerly with Nordstrom’s 
in Seattle, Frederick & Nelson, the 
Seattle unit of Marshall Field & Co., in 
their footwear section, and the C. H. 
Baker stores in California. 

Completely modernized and redec- 
orated, the store has attractively de- 
signed windows that face on Broadway 
allowing for larger displays of shoes. 
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stores are nearby. 


the world. 


47 WEST 34TH 
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COME TO MARKET 


EVERY SHOE NEED OF A NATION 
FILLED HERE 

= the MARBRIDGE BUILDING are more shoe 

and allied concerns than in any other building in 
America. You see complete lines in orderly display. 

BUILDING 

heart of midtown New York. All the 
All the subways, including the 
new Sixth Avenue Subway—meet at this famous 
corner of 34th and Broadway—the traffic center of 


D. 8S. Macdonald, Manager 
MARBRIDGE BUILDING 


STREET 
also 1328 Broadway, New York 
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Do you need 
HELP? << 


Consult the CLAS- & = 
SIFIED PAGES of ; 
Boot and Shoe Recorder. 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
100 E. 42nd St., New York, N. Y. 
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Tanners to Discuss 
Defense and Business 


New York—The Tanners’ Council 
of America will hold its Spring meeting, 
May 8-9, 1941, at the Greenbrier, White 
Sulphur Springs, West Va. The primary 
emphasis of this year’s Spring meeting 
is on business. The program and plan 
for the meeting will remain flexible un- 
til the final day. Should sudden develop- 
ments necessitate change in subject 
matter or speakers, these will be made. 

The board of directors will meet 
Wednesday evening, May 7, and Harold 
Connett, chairman of the board, will 
open the first general session Thursday 
morning, May 8. Members of the coun- 
cil staff will then present a “Survey of 
Domestic and Foreign Raw Material 
Markets.” This will bring up to date 
the facts presented at the convention 
last Fall and evaluate the raw material 
problems of the industry in all types of 
hides, skins and tanning materials. A 
round table discussion on the same sub- 
ject will then follow. 

The remainder of Thursday morn- 
ing and the Friday session will be de- 
voted to addresses by officials of cer- 
tain defense agencies. Among the sub- 
jects will be the “Scope of Defense 
Program,” by a member of OPM, and 
“Price Stabilization” with particular 
reference to the possible relation of the 
new Office of Price Control to hides, 
skins and leathers. “Priorities” will 


be discussed not only to instance the 
general operation of the plan but also 
its application to leather. Another sub- 
ject of vital interest to tanners will be 
“Shipping,” in which facts and poten- 
tialities on the movement of raw mate- 
rials to the United States will be ap- 
praised. Group meetings will follow 
these discussions Friday morning. 

Both afternoons will be free for the 
traditional golf tournament. With the 
exception of the group meetings, all ses- 
sions will be open to the allied trades. 


New Additions to Milius 
Division Sales Staff 


St. Louis, Mo.—Paul G. Williams, 
general manager of the new Life Stride 
Division of the Milius Shoe Company, 
announces the addition of John A. 
Pinkerton and Sol Berner to his sales 
force. Mr. Pinkerton was formerly 
sales manager of Schawe-Gerwin Shoe 
Company, Cincinnati, which position he 
had held since the inception of the com- 
pany. In his new position he will have 
complete charge of the sales in the east- 
ern part of the United States. He will 
also be in charge of styling of the low 
heel shoes. Mr. Pinkerton will have 
working with him Raiph Burt, of Pitts- 
burgh, and Kimball Adams, of New 
York, whose territories will remain as 
heretofore. Mr. Pinkerton will cover 
all the cities formerly covered by Mr. 


Williams, who plans to spend most of 
his time at the factory in St. Louis. 
Sol Berner for the past seven years 
has been with the Plaut-Butler Shoe 
Company, Cincinnati. He will cover 
the southwest and the Pacific Coast 
for Life Stride. In addition, he will 
also cover St. Louis and other large 
cities. Mr. Berner will be in charge 
of styling the high heel bracket of the 
Life Stride line. Other Life Stride 
representatives, Harold Steele, south- 
east, and Fred Moritz, Middle West, 
will continue in their same capacities. 


Boston Club to Meet 


Boston, Mass.—The Boston Boot and 
Shoe Club will hold its annual meeting 
and election of officers following a din- 
ner to be held at the Copley- Plaza 
Hotel, this city, on April 30. This will 
be the club’s 52nd annual meeting and 
will be the last one of the 1940-41 
series. President Francis B. Master- 
son will preside and the speaker of the 
evening will be Bill Cunningham, sports 
columnist. As is customary, a recep- 
tion, to begin at 6 in the evening, will 
precede the dinner which is open to any 
member of the industry who would like 
to attend. Guest tickets at $2.50 per 
plate can be obtained from the club’s 
secretary, Maxwell Field, at 210 Lin- 
coln Street. 
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March Shoe Production 
Reaches High Level 

New York—Shoe output in March, 
it is estimated by the Tanners’ Council 
of America, reached 42 million pairs. 
This was the largest volume for any 
month since August, 1939, and compares 
with production of 35,287,000 pairs in 
March, 1940. However, the gain of 19 
per cent from last year also reflects the 
fact that production in the Spring of 
1940 was subnormal. Factory opera- 
tions in March expanded sharply in re- 
sponse to the large gains in retail trade 
and the considerably freer buying policy 
of distributors. 

From preliminary reports, it is be- 
lieved that shoe production in April 
may approximate 38 million pairs, a 
gain of 19.4 per cent from the 1940 
output of 31,816,000 pairs. 

Comparable figures for the first quar- 
ter of 1941 and previous years are 
shown below: ° 


1941 (Estimated) 116,809,000 


Mild Weather Gives Retailers 
Exceptional Season 


MILWAUKEE, Wis.—Mild and pleas- 
ant weather before and after Easter 
helped to provide local shoe merchants 
with one of the best Easter seasons in 
years. Practically all local retailers 
reported sales ahead of last year rang- 
ing anywhere from 15 to 25 per cent, 
while some declared the volume of bus- 
iness transacted compared favorably 
with 1929. 

Patents and gabardines in black and 
blue were reported in heavy demand 
by numerous shoe merchants. Open 
toes for women also continue strong 
with some stores reporting a heavier 
leaning toward lower heels and lower 
cuts in pumps. A combination of pat- 
ent and twill has also met with favor 
on the part of women buyers. 

Featured by the medium priced shops 
are polished patent, wheat linen, sad- 
dle tan and pastels, all of which re- 
sponded to good Easter business. Re- 
ports are that the open heel is not quite 
as popular in these styles as it was 
last year. 

Men’s shoe stores report a good de- 
mand for antique custom finish brogues 
for dress, and brown and white ‘sad- 
dles for casual wear. These latter are 
popular with thick rubber soles and 
heels. 

Heading the Easter parade among 
styles for children were saddle ox- 
fords, strap sandals, side-gore step- 
ins and ties in a variety of leathers 
and colors. 

Shoe men are hopeful that with the 
mild weather continuing their whites 
season will prove healthier this year 
than in past years and that as a re- 
sult they will be able to dispose of 
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Dates to Remember 


Buffalo Shoe Show, 
Buffalo, N. Y. 


Monthly Showing Michigan Shoe 
Travelers, Hotel Statler, Detroit, 
Mich. May 5, 1941 


a Tanners’ Council 
White Sulphur 
Springs, a Va. May 8, 9, 1941 


introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Com- 
modore, New York. 


May il, 12, 13, 14, 194) 


Southwest Fall Shoe Style Show, 
by Southwestern Shoe 
’ Association, Texas 
Hotel, Fort Worth. 
May 24, 26, 27, 28, 1941 


Annual Convention California 
Shoe Retailers Associa 


tion, Hotel 
St. Francis, San Francisco, Calif. 
May 25, 26, 27, 28, 1941 


Central States Shoe Fair, Sponsored 
by Joint Travelers and ilers 
Associations, Morrison Hotel, 

Il. June 1, 2, 3, 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Midwest Shoe Fair, Netherland 
Plaza Hotel, Cincinnati, Ohio. 
June 8, 9, and 10, 1941 


Hotel Statler, 
April 20, 21, 1941 


1941 


Annual Convention Pacific-North- 
west Shoe Retailers Association, 
Olympic Hotel, Seattle, Wash. 

June 8, 9, 10, 11, 1941 


Annual Convention New York State 
Shoe Retailers Association, 
Onondaga Hotel, Syracuse, N. Y. 

Jane 15, 16, 17, 1941 

Annual Summer Convention Iowa 
National Shoe orang Pe a 


tion, Chamberlain 
Moines, Iowa. June is 7% in 194) 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 





their Summer stock at their regular 
markup without taking a loss due to 
a season shortened by unseasonable 
weather as has been the case in the 
past several years. 


Basement Department 


Enlarged 


LANSING, MicH.—The basement shoe 
department in the F. N. Arbauch Co., 
department store, has been enlarged 
and moved as part of a remodeling 
program which turned the downstairs 
store into a style basement. The hosiery 
bar has also been moved, being placed 
near the street entrance. 


Second to None in '41 


$1.40 Per Pair, Net 
M Wide — In Stock 
IMMEDIATE DELIVERY 


SABOT STRAP 
DUTCH BOY 


B 2502—White Maracain 
B 2503—-Beige Maracain 
B 2504—Black Patent Lea. 
B 2505—Red Maracain 
8B 2506—-Blue Maracain 
300 Novelty Styles 
$2.00 and $3.00 
Retailers In Stock 


Samples Submitted on request 
LATEST IN CASUALS 
ROGERS BROS. SHOES, INC. 


216 Lincoln Street 
Boston, Mass. 

















Retired Shoe Man Running 
Summer Vacation Camp 


Avucusta, Me.— Herb Gardner, who 
was with the Hurley Shoe Company 
for many years, has recently purchased 
the Packard Pine Grove Camps on Lake 
Cobbosseecontee, near Augusta, where, 
as he puts it, “he hopes to re-build and 
re-sole tired shoe men who may journey 
that way.” 

Herb has a wonderful spot, located 
near the State Road between Augusta 
and Lewiston, on Route 202, about 
seven miles from the former city and 
adjacent to the Kennebec Lake region. 
He hopes that his friends in the indus- 
try who may be up that way will drop 
in to see him. 


Hollaway Named Manager 
Of New Department 


CoLumBus, On10—Charles Hollaway 
is manager of the new shoe department 
recently added to the Corbett-Mathews 
Co., at its new quarters at 104 North 
High St., Columbus. 

The Corbett-Mathews firm previous- 
ly operated a curtain and drapery de- 
partment in the Dunn-Taft Co., Colum- 
bus department store recently closed, 
but has opened in the store adjoining 
and added several new departments, in- 
cluding the shoe department. 
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SALESMEN WANTED 


POSITION WANTED 


MERCHANTS’ NEEDS 





EXPERIENCED salesman for western Penn- 
sylvania, West Virginia, and western New 
York wanted to sell in-stock line of Women’s 
novelties, arch support shoes, and sport oxfords. 
State experience, age, and references. Address 
$134, care Boot & Shoe » tina 100 East 42nd 
Street, New York, N. Y. 





LINE WANTED 


ALESMAN WITH MANY YEARS ExX- 

PERIENCE in Wisconsin, contacting Retail 
Shoe and Department Stores. Sold general line 
17 years; last connection with National Concern 
in this territory. Hard worker; knows retail 
trade thoroughly; excellent references. Wishes 
to represent Manufacturer or Jobber of general 
line or popular priced Ladies’ Shoes only. Ad- 
dress $17, care Boo t & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 








FOR SALE 





Oe. ESTABLISHED DOWNTOWN SHOE 

TORE with Chiropody Department, Mid- 
west industrial city over 100,000. Stock and 
fixtures, $4.800.00. Address $133, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





Sporting Goods Firm Installs 
New Shoe Departments 


Cuicaco, ILL.—Attractive men’s and 
women’s sports shoe departments are 
part of the new Von Lengerke & An- 
toine sporting goods and outdoor equip- 
ment just recently opened here. 

The new store which is associated 
with Abercrombie & Fitch Co., New 
York, recently moved to 33 S. Wa- 
bash to its new five-story modern build- 
ing. 

The fourth floor, an exclusive wo- 
men’s department, includes also a sepa- 
rate section for sports shoes for all oc- 
casions. This includes not only boots 
and hiking shoes as well as shoes for 
special sports but a wide selection of 
spectator sport shoes. Built-in wall 
niches show displays of all-whites, 
brown and whites, and all brown shoes. 

The third floor men’s apparel section 
also includes a shoe department with 
boots and shoes for every sport and 
outdoor activity. 


SALeenAs. CORRECTIVE 
sonable; twenty-two years’ experience 
and abroad, wants position, future, anywhere. 
Excellent references. Address £118, care Boot 
x Shoe Recorder, 100 East 42nd Street, New 
or . 


SHOES, - 





BUSINESS OPPORTUNITY 





ere 





AVAILABLE FACTORY SPACE 


is yours for $1.00 per year. Buildings in 
excellent condition. Plenty of contented 
labor. For particulars address 
WOLFEBORO CHAMBER OF COMMERCE 
WOLFEBORO, N. H. 
on Lake Winnipesaukee 














WANTED TO PURCHASE 


E ARE INTERESTED IN ALL IDEAS 





140 FEDERAL STREET, 


BOSTON. MASS. 





BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


we for cash 
Bg us or complete shoe stocks. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross. Nunn-Bush, Etc. 


IBVIN RUBIN 
Jobe” 


so monde ro Sx Church 
Phone Barclay 7-7887. New York City 

















Editors to Speak at N. Y. 
State Retailers Meeting 


RocHEester, N. Y.—Ernest R. Park, 
president of the New York State Shoe 
Retailers’ Association, announces that 
Arthur D. Anderson, editor of the Boor 
AND SHOE RECORDER, is to have charge 
of the round table forum on the second 


THE FOOT OSCILLATOR 
(General Electric Equipped) 


and revel in the swift release from Fatique. 
In use by shoe and department stores everywhere, 
110 Volt, A. C. 
$29.85 
Weight 40 Ibs, 
packed. 


THE VI-PED-EX CORPORATION 
Stockton, Calif. 








WANTED TO PURCHASE 








SHOE STORES WANTED 
FOR CASH 


confidence to 
A. L. BARIS, Pres. 


BARIS SHOE CO., mG. 
79-81 Reade St., New Y 
Unusual references on - 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 

from manufacturers, jobbers or retailers. 

QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New Yort 
Phone WOrth 2-5377 and 5378 

















day of its annual convention in Onon- 
daga Hotel, Syracuse, June 15 to 17. 

Harold R. Quinby, editor of Creative 
Footwear, is to be toastmaster at the 
annual dinner, to be held in the evening. 


Women’s Department Opened 


MARTINSVILLE, IND—A modern 
women’s shoe department has been 
opened in the new Adler’s ready-to- 
wear shop here. Adler’s also have a 
store in Morresville, Ind. 





is pavable in advance. 





or all other classified 
number is desired twelve words should be added for the 


See See We CSS8 on inch wih a. cyenininen of 66 words, 


CLASSIFIED ADVERTISING RATES 


“Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed a 
advertisements oe oe Soe © 


advertising 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “® 


Minimum charge, 
each word 


$1.25. 
of the 


all other cases 











Routs muscle weariness in no time ; Rest! Relax! 
Tired legs and feet. Let your customers thrill 
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MERCHANTS’ NEEDS MERCHANTS’ NEEDS 








THE BEST STORES IN NEW YORK 
USE BOOTONE CUSTOM FINISH 


Because Bootone gives a rich mellow finish to your 


Because Bootone ROYAL BROWN stain-polish can be 
easily applied and polished in 2 minutes—won't rub off-— 
improves with age and shining. Also in light Brogue 
Brown stain-polish. 


STAIN-POLISH—$1.25 quart postpaid (sample) 
Also in gallons 


POLISH—Light Tan, MAHOGANY and Black 
$1.00 pound postpaid 
BOOTONE POLISH CO. : 


‘che 


DRY SHOE CLEANER 





Belimore, L. I. New York 








BRANNOCK 


SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 
increase repeat sales 
2. ATTRACT NEW CUSTOMERS 
more professional skill 
3. CUT FITTING TIME IN HALF 
fewer try-ons; more sales 
Write for Scientific Folder »and 
list of manufacturers offering 


Brannock Devices at special co- 
operative price. 








Retail Shoe Business 
Up in Canada 

MONTREAL, CAN.—Sales of Canadian 
boot and shoe stores during February 
this year gained 22 per ‘cent over 
February, 1940, and were 17 per cent 
lower than in January, 1941. In the 
Maritime provinces, sales advanced 33 
per cent; in Ontario 25 per cent, and 
in Quebec, 24 per cent. The Prairie 
provinces recorded an increase of 17 
per cent, and British Columbia sales 
were up 8 per cent. Sales of shoes and 
other footwear by Canadian department 
stores during‘February this year total- 
ed $925,001, an increase of 6.9 per cent 
over the $865,509 reported for Febru- 
ary, 1940. 


Summer Catalogs Issued 


Military shoes, designed either for 
officers’ use or for wear by active well- 
dressed men in civilian life, have. a 
prominent place in the Spring and 
Summer men’s shoe catalog of Geo. E. 
Keith Company, featuring Walk-Over 
Shoes for Men. “Even during the 
Revolutionary War,” the catalog ex- 
plains, “members of the Keith family 
were making shoes for America’s fight- 
ing men, and in every war since, have 
provided footwear to ease the long 
miles for millions of marching feet.” 
Shoes shown under this heading include 
not only the monk strap oxford popu- 
larized by Air Corps officers and mili- 
tary men of other service branches, but 
a wide variety of plain toe models of 
various designs. The catalog is beauti- 
fully printed and profusely illustrated 
with styles for Summer town and sport 
wear. 


Walk-Over has also issued an equally 
attractive Spring and Summer catalog 
of women’s shoes, likewise illustrated 
in colors, and including whites and 
combinations. A special clasp that pro- 
vides for the attachment of supple- 
ments is a feature of the catalog. Two 
attractive charts have also been issued, 
which show in-stock styles and can be 
hung up in the store for ready refer- 
ence. 


Birk’s Store Reopened 


RocHEsTerR, N. Y.—Birk’s Shoe Shop, 
82 Main Street, which was damaged by 
the fire that swept a section of Main 
Street last November—and had since 
remained idle—has been reopened. Paul 
Schwartz has returned as its manager. 

The long wait was occasioned be- 
cause it was uncertain what disposition 
was to be made of the building in which 
the store is located. Buildings adjoin- 
ing it on the bridge over the river, 
which were wrecked by the fire, have 
since been removed. 


MEMO: Every time you show a pair of nappy 
white shoes you are well on your way to one of 
those profitable Buck Buffer sales that can put you 
dollars aheod this summer! 


Buck Buffers retail for 25c each and cost you $1.50 
per dozen. Write for your free somple and com- 
plete details today | 


TRIMFOOT COMPANY 





——EEE 


To Buy Army Shoes 
With Composition Soles 


WASHINGTON — Because of slightly 
higher material costs for shoes with 
leather sole specifications and for the 
purpose of further experimentation in 
other materials, the War Department 
contemplates the purchase of an undis- 
closed quantity of Army shoes with 
composition soles. 

Such plans were disclosed by OPM 
Director of Purchases Donald M. Nel- 
son, who indicated that the price of 
shoes with composition soles is expected 
to average around $3.15 a pair. This 
price, when averaged with a $3.35 price 
for shoes with leather sole specifica- 
tions, gives an average price for the 
two items of around $3.30 a pair. Mr. 
Nelson reports that this is substan- 
tially the level that has prevailed on 
the last two Army shoe purchases. 

At the same time the Division of 
Purchases and the new Office of Price 
Administration and Civilian Supply 
were represented as watching price 
fluctuations in the hide market, be- 
cause of their direct effect on the cost 
of Army and civilian shoes. 


Joins Baynham Staff 


Dayton, On10—V. L. Bowersox, for- 
merly in charge of the DeMura Shop 
at the Rike-Kumler Company, a lead- 
ing department store, has joined the 
staff of the Baynham Shoe Company. 

Carl Ohr who has been in the main 
ladies’ shoe department at Rike’s has 
been transferred to the DeMura Shop, 
being placed in charge. 





WE BUILD CUSTOMERS 
WITH OUR 


DR. POSNER LINE 


says Dr. N. F. Normand, 
Merchandise Manager, 
Lit Bros., Philadelphia 


“This is the 15th year that 
we've featured Dr. Posner's 
Scientific Shoes. That our busi- 
ness has grown steadily each 
year, proves the satisfaction 
our customers find in these 
quality shoes.” 


How to Sell More 
Children's Shoes This Fall 


It pays to concentrate on bet- 
ter shoes for children—with a 
sound health appeal like Cor- 
rect “Body Balance”. As the 
oldest makers of children’s 
health shoes — we've got the 
ideas, the experience and the 
basic Plan to help you. Talk 
to us now — about your fall 
business. Write—today. 
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BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass. 
ARNOFF SHOE COMPANY, New York City 


COON, W. B., CO., Rochester, N. Y 

DREW, IRVING, CORP., Lancaster, O 

ELAM, F. S., SHOE CO., Rochester, N. Y 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo 
GILBERT SHOE CO., THE, Thiensville, Wis. ....... 2... 0.20... cece eeceeeeeee 
GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HANSA TRADING CO., New York City 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 
HERBST SHOE MFG. CO., Milwaukee, Wis 
KEITH, GEO. E., CO., Brockton, Mass. 
KREIDER, W. L., SONS MFG. CO., 


MAURO, A. K., 

MILIUS SHOE CO., St. Louis, 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
NUNN-BUSH SHOE CO. Milwaukee, Wis. 

POSNER, DR. A., SHOES, INC., New York City 
QUEEN QUALITY SHOE CO., St. Louis, Mo 
ROBERTS-HART, INC., Keene, N. H 

ROGERS BROS. SHOES, INC., Boston, Mass 
SAMUELS SHOE CO., St. Louis, Mo 

ST. LOUIS SHOE MANUFACTURERS ASSOCIATION, St. Louis, Mo 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo 
VITALITY SHOE COMPANY, St. Louis, Mo 

WEIL, M. K., SHOE CO., St. Louis, Mo 

WOHL SHOE COMPANY, St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, Boston, New York, Philadelphia 

DANIELS, C. H. Stamford, Conn. 

FR Pr iin Oe es I, Fr Bass oink chime cbc cciceviivwedcBevevecevece 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis 

HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


ALFRED VAMOS, New York City 

CAVALIER CO., Baltimore, Md. 

DAETSCH & WOODWARD CO., Brooklyn, N. Y 
DARLINGTON FABRICS CORP., New York City 

DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 

DU PONT DE NEMOURS, E. L, & CO., INC., Arlington, Del. 
[. T. S. CO., THE, Elyria, O 

LIBBEY, W. S., CO., Lewiston, Me 


STERLING LAST CO., New York City 

UNITED FAST COLOR EYELET CO., Boston, Mass 
UNITED LAST COMPANY, Brockton, Mass. 
UNITED SHOE MACHINERY CORP., Boston, Mass. 


STORE EQUIPMENT AND ACCESSORIES 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 
KIRSCH-BLACHER CO. INC., New York City 
MARBRIDGE BUILDING, New York City 
RUBIN, IRVIN, New York City 





AVENUE Last DRAKE Last 
Style No. 441 Style No. 448 


THESE : SIX STYLES. _artthe BBADERSin Opinion 


of NUNN-BUSH Merchants 


Current Nunn-Bush sales show these six 
styles to be well in the lead in Nunn-Bush 
dealer orders. Four are Doudle Tans (two of 
them ventilated) and two are Tan and White 
_ combinations . . . The group judgment 
of thousands of merchants is worth a mo- 
ment’s pause. Are al] six styles in your stock? 


NUNN-BUSH SHOE CO « Milwaukee » New York « San Francisco 


Nunn-Bush 


Most Styles 


$950 ,, $1. 950 














